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The Cleveland Trust 
heads a_ recent 


Company 
advertisement of 
banking service, “As the cleaner 
runs over the rugs.” Well, of course 
some depositors have had a rather 
sad experience of late, but in the 
case of the Cleveland Trust Com- 
pany it was hardly that bad. 
v v v 


Squibb advertises its numerous 
household products, but makes it 
clear that it is “against anything 
which tends to foster self-medica- 
tion.” If you happen to find out how 
to apply these products, it remains 
your own little secret. 

v vy 


Doctors of medicine, it should be 
explained, consider it unethical for 
manufacturers of pharmaceuticals to 
tell the public what to take and why, 
not to protect medical fees, of course, 
but to guard the public from inju- 
dicious dosing. 
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The Proprietary Association, it an- 
nounces, “not only favors but de- 
sires” legislation to stamp out fakes 
and frauds. It regards action to this 
end as not only essential but neces- 
sary. 
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Publishers, the P.P.A. reiterates, 
look only to the advertising agency 
for payment of accounts. It is to be 
hoped that this isn’t going to give 
the advertisers any wrong ideas. 

Vea... V 


The Kellogg Company of Great 
Britain offered to their royal high- 
nesses the Duke and Duchess of Kent 
their loyal felicitations on the front 
page of the London Daily Mail. Over 
here the only advertiser who can 
ever hope to capture that position is 
Santa Claus. 

v v v 


“A word from Henry Ford” occu- 
pied a full page in the newspapers 
lately, discussing lots of interesting 
prospects for the new year. The 


name of the advertiser wasn’t men- | 


tioned, but many suspected that it 
was the Ford Motor Company. 


a 


The J. R. Watkins Company has 
found such a big demand for its 
almanac that the 1935 edition has 
had to be reprinted. After all, hu- 
man nature wants something solid 
and enduring to cling to in a chang- 
ing world. 

. + F 


Only in the almanac can one find 
satisfyingly definite and unqualified 
assurances regarding the course of 
mundane events. Even Walter Lipp- 
mann hedges now and then. 

. he 


After looking at the new Arioso 
model captured by A. Stein & Co., 
the observer sadly realizes that the 
advertising may mislead by making 
women who need girdles’ think 
they’re going to look like those who 
don’t. 

+ = 


The R.C.A. Radiotron Company is 
offering $1,250 im cash prizes in a 
contest for agents. But don’t get ex- 
cited, boys—it’s for agents who sell 
the Radiotron. 

v . = 


A federal judge in Seattle has de- 


it’s anybody’s property. In other | market.” 
words, it’s as perishable as a keg “Great corporations,” said he, 


of beer at a Fourth of July picnic. 
v v v 


Cheering note to space-buyers: 
Even if you write it 1934, your or- 
ders will probably be accepted. 

Copy Cvs. 
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REGULATION OF 
COPY THROUGH 
MEDIUMS, PLAN 


| Program 


Chicago, Dec. 27.—A definite pro- 
gram for the regulation of advertis- 
ing, developed by the Association of 
National Advertisers, was outlined 
to the National Association of Mar- 
keting Teachers today by Bernard 
Lichtenberg, chairman of the A. N. 
A.’s government advisory committee. 

The plan is comprised of three 
parts: 


1. Adoption of the principle of 
internal censorship by each type of 
advertising medium. 

2. Choice of competent persons to 
exercise such censorship. 

3. Coordination of efforts of the 
several censors so selected. 


Announcement of the plan _ fol- 
lowed an address by Carl T. Schmidt, 
economist, Consumers’ Council, Agri- 
cultural Adjustment Administration. 
Dr. Schmidt manifested the deepest 
depression and pessimism over the 
existing order. of things. While Pe 
explained that lis “views aré ‘riot 
necessarily those of the AAA, bis 
audience felt in large part that*such 
a revolutionary viewpoint would not 
have been expressed unless it had 
the sanction of at least some of his 
superiors. 

Dr. Schmidt expressed the opinion 


sity in advertising is not enough,” 
and advocated a system which would 
“mean the end of advertising as we 
know it today.” 


Self-Regulation Urged 


Mr. Lichtenberg said large adver- 
tisers, as represented by the A. N. 
A., are in complete accord with the 
principle that advertising must be 
regulated by those in the advertising 
business. 

“To safeguard the ethical medium 
of advertising against one having 
lower standards,” he continued, “the 
Assceciation of National Advertisers 
will offer to create the machinery 
for a coordinating group to act un- 
der the sponsorship and guidance of 
the Association.” 

The proposed plan, which has al- 
ready been sanctioned by at least 
four government departments, is 
based on the theory that “publica- 
tions are the bottleneck of adver- 
tising.” With the expected coopera- 
tion of all mediums, the A. N. A. 
will propose appointment of one cen- 
sor for magazine advertising; a 
number of sectional censors for 


whose need is felt. 


this bureau, all members of which 
ments by a daily report. 

Dr. Schmidt, the government rep- 
resentative, presented the thesis that 
“private monopoly has to a tremen- 


“exert an enormous influence not 
only over those with whom they do 


the 


(Continued on Page 22, Col. 4) 


Lichtenberg Announces A.N.A, 


that “elimination of downright> fal-! 


newspaper advertising; one for out- 
door, one for radio, and any others 


The Association of National Ad- 
vertisers will lend its facilities to 


will be apprised of current develop- 


business directly, but over most of 
institutions that make up the 
social environment. Their control is 
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AMERICA 
CHOOSES THE LEADER 


..and the Leader reveals new plans for 1935 
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ON JANUARY STH CHEVROLET WILL PRESENT TWO NEW LINES OF CARS 


Full-page pre-announcement news- 
paper copy which ran this week. 


CONSUMER DRIVE 
ON SANFORIZING 
PROCESS STARTS 


New York, Dec. 27.—A public worn 
weary by shrunken garments will be 
shown the way to end_all the worries 
fivolved” hf” the mary~ varieties of 
this common ‘trouble in the first na- 
tional*tongumer campaign on the 
Sanforizéd+shrunk process. 

First “Copy in this enlarged pro- 
gram ofthe Sanforizing Division of 
Cluett, Peabody & Co. appears in Jan- 
uary magazines. The largest part of 
the effort will be exerted during the 
first half of the year. The Byron G. 
Moon Company, Inc., is in charge. 

“Don’t buy shrinkage” will be an 
important admonishment in the cam- 
paign, which should prove to be 
more or less of a boon to soap adver- 
tisers, for it will remove, or at least 
attempt to remove, the thought that 
soaps are to blame for the shrinkage 
of garments and washable home fur- 
nishings fabrics. One of the first 
pieces of copy says: 

“Do you blame the soap when your 
wash dresses shrink? It is certainly 
not the fault of the soap. Even 
ithough you use one of the soaps 
tested and approved by Good House- 
keeping Institute, your dresses will 
shrink if the fabrics were not com- 
pletely shrunk, Sanforized-shrunk, 


(Continued on Page 18, Col. 1) 
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Agents, Advertisers 


See Advertising on 
Upturn During 1935 


Vast Majority Feels Tide Has Definitely 
Turned; Views Future Confidently 


Chicago, Dec. 27.—While a multiplicity of problems still con- 
fronts business as 1935 dawns, there is every reason to assume 
that the gains made by advertising in 1934 will be augmented 
during the coming year. That is the gist of opinions gathered 
from advertisers and agency executives throughout the country. by 


ADVERTISING AGE, 
The problem of legislation 
chandising practices looms large 


affecting advertising and mer- 
in the minds of advertising men, 


but many confidently express the opinion that such legislation as 


may be enacted will not hamstring 
advertising to any appreciable de- 
gree, and may possibly serve a use- 
ful purpose. 

That, generally speaking, larger 
budgets and more advertising may 
be anticipated during 1935, unless 
important new factors enter the sit- 
uation, is the consensus, while sev- 
eral see advertising copy being toned 
down in an effort to check the grow 
ing skepticism on the part of the 
public. No immediate or drastic 
changes in the system of agency com. 
pensation are generally anticipated, 
although several declare that changes 
in the system must be made even- 
tually. 

Typical expressions of opinions on 
the outlook for 1935 follow: 


P. V. D. Lockwood, advertising 
manager, New York Central Lines, 
New York: 

“One in the railroad business 
hardly dares to hazard an opinion or 
even a guess as to what the year 
1935 may bring forth. Whether we 
will do more advertising in 1935 will 
depend largely upon the progress of 
conditions generally. 

“As we offer only service, it is not 
an easy matter to stimulate our 
business greatly unless ‘the condi- 
tions are favorable for a natural de- 
mand for transportation. 

“What further laws or regulations, 
helpful or otherwise, may be enacted 
remains to be seen. What changes 
may be made in the rate structure 
are also at the moment undeter- 
mined. The _ settlement of these 
questions naturally will have a di- 
rect bearing on our activities. 

“However, I may say that business 


Last Minute News Ptasteés 


New York, Dec. 


tion,” and since price fixing under 


ernment against Sutherland Lumber 


Memphis, Tenn., Dec. 


2 ; 
Ireland Heads Lake-Spiro-Cohn N. Y! Office ° 
28.—Lake-Spiro-Cohn, 
will open a New York office in the RCA Bldg. Jan. 2. H 
formerly advertising manager of Health Products Corporati@n, and a x 
time assistant advertising director of General Motors, will be | chal \ 

ae 


Hanser, Churchill Join Donahue & Coe 


28.—Charles F. Hanser and 
joined Donahue & Coe, Inc., as vice-presidents and account executives serv- 
ing the Scholl Mfg. Company, H. C. Glover Company, and other accounts. 


Code Price Fixing Peioistans Held Void 


Kansas City, Mo., Dec. 28.—The National Industrial Recovery Act 
“only expressly authorizes the President to approve codes of fair competi- 


A. B. Churchill have 


codes destroys fair competition, all 


price fixing provisions in NRA codes are illegal, Judge Merrill E. Otis of 
the federal district court here ruled yesterday. 
Judge Otis’ decision was handed down in a suit brought by the gov- 


Company in which the retail lumber 


code authority sought an injunction restraining the company from violat- 
ing price fixing provisions of the lumber code. 


ng 


Inc., Me mphis agency, 


y M. Ireland, 


jar 
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this month has shown a considerable 
improvement over a year ago. We 
hope it will continue and that we 
will be warranted by the business 
in prospect and other conditions af- 
fecting transportation to enlarge our 
advertising program.” 


Frank J. Kahrs, promotion and ad- 
vertising manager, Remington Arms 
Company, Inc., Bridgeport, Conn.: 

“Forecasting the future is always 
dangerous. In so far as the adver- 
tising field is cohcerned, we must 
depend upon our experientes in the 
past to guide us in the future. At the 
moment the future does not look 
very bright,-what with so many per- 
plexing problems before us waiting 
to be solved, with the prospect also 


of remedial legislation as a spectre 
before. us. 


Sees Few Changes 


“On the ‘whole, I look for no 
marked changes in the general sit- 
uation, neither do I look for any 
‘marked changes in copy or yet tech- 
nique over 1934. , . 

“The year just‘closing showed 
marked improvement in the repro- 
duction. of merchandise in an ar- 
tistic and natural way. Our lithog- 
raphers have not been idle. 

“I am going to risk one little prog- 
nostication and that is that in 1935 
we will continue to move ahead in 
all departments of advertising.” 


Ken R. Dyke, general advertising 


manager, Colgate - Palmolive - Peet 


Company, Jersey City, N. J.: 
“There seems to be every indica- 
tion that a slowly progressive ii- 
provement in business will continue 
throughout 1935. 
ent, of course, upon a maintenance 
of the closer harmony between busi- 
ness and government we are. seeing 
evidenced today. It seems obvious 
that advertising revenue curves 
should climb back slowly upwards 
as the confidence of manufacturers 
and consumers alike revives. 
“While I feel that no radical 
changes in advertising agency-client 
relationships seem imminent, I have 
confidence and hope that 1935 will 
mark a definitely defined _ progress 
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ADVERTISING AGE 
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December 29, 1934 


on the part of at least the larger ad- 
vertisers in working out with their 
agencies as individual 
more equitable 
pensation in accordance with the job 
to be done. 

“I believe that legislation effect- 
ing more rigid control of advertis- 
ing of food and drugs will be forth- 
coming in 1935, and I see no reason 
why such legislation cannot be prop- 
erly worked out so as not to un- 
fairly hamper the honest advertiser 
—to control the untruthful 
tiser—to protect the consumer—and 
perhaps even to satisfy some of our 
Washington theorists. There is nat- 
urally a real danger, however, that 
the drafting of such legislation, as 
in the past, may offer a threat to 
advertising through unfair adminis- 
tration of such legislation. 


standing advertising achievement of 
1935 will be the setting up by adver- 
tising of a proper and adequate cen- 
sorship plan, originated and 
ated by advertising itself—publish- 
ers, advertisers and agencies, in co- 
operation.” 


S. E. Van Wie, advertising man- | 


ager, R. B. Davis Company, Hoboken, 
N. J.: 

“The trend appears to 
initely upward. 1933 was 
business year than 1932. 


be def- 
a better 
1934 has 


JOHNS MANVILLE 


PRODUCTS 


No ordinary advertising, this! Starting with the Jan- 
uary issue, America’s industrial leaders have honored 
the Atlantic with special 20-page cycles. It is an effort 
unique in advertising annals, directed to America’s 
100,000 most influential homes. 
which prompted Woodrow Wilson to tell the story 


of the Peace Conference first to Atlantic readers have : 


problems a| 
adjustment of com-| 


adver- | 


oper- | 
| ure 


been ahead of 1933. 
possible that 1935 will be definitely 
better than 1934. 


Hard Selling Needed 


“Business needs constructive, sell- 
ing advertising. Business men real- 
ize this. It is likely that 1935 will 
see more of this type of advertising 
than ever before. Not pretty picture 
advertising—but rugged, thoughtful, 
fact-presenting advertising that will 
be sure to ring the bell. 

“Why worry about business con- 
ditions, agency relationship, legisla- 
tive problems? These are extrane- 
ous problems, more or less beyond 
our individual control. What is im- 
portant is how we operate the busi- 
ness for which we are responsible, 
how we handle the advertising that 


| governs the sale of our products. 
“I sincerely believe that the out- | 


“The thoughts that are placed in 


the advertising, the quality that is 


placed in the product, and the en- | 
thusiasm that is placed in the sales | 


effort will determine in a large meas- 
how successful the individual 
advertiser will be in 1935.” 

Cyril G. Fox, sales and advertising 
manager, Fels & Co., Philadelphia: 

“T wish that I had the ability—or 
shall I say the nerve?—dogmat- | 
cally to answer the questions pro-| 
pounded on what 1935 holds for | 
advertising. I just can't 


bring | 


The same reasons 


prompted these industrial leaders to tell in paid space 


the story of their business leadership to this opinion- 


forming group. Their judgment is backed by the ex- 
perience of others. Year after year, advertisers who 
understand the extent to which Atlantic readers buy 
and influence others to buy, have considered the 
Atlantic as a key medium. For complete details, see 


the January Atlantic, now on news-stands. 
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And it is quite | 


lof °29. 


| greater 


Company, Inc., 


LOS ANGELES 


myself, however, to add to the ter- 
rible volume of visions, predictions 
and pontifications which have 
uged our sad old world since the fall 
Actuated not by modesty but 
by a feeling for my fellow man, it 
seems to me that the air might be 
clearer for all of us if the output of 
some of the oracles in the 
tising profession’ were subjected to 
crop control. 


“If you still press me for an opin- | 


ion, I hesitantly advance the thought 
that in 1935, as in any other year, 
our individual problems must needs 
be 
sound judgment and clear thinking 
as we—also 
There is no over-all prescription.” 


E. G. Beichler, president and gen- | 
eral manager, Frigidaire Corporation, | 


Dayton, O.: 

“Rearrangement of several of our 
factory departments, together with 
the new tools and dies required for 
the 
products, was carried 


through to 


_completion only a few days ago. Gen- 
‘erally improved business conditions 


lead us to believe that sales volume 
will rise in 1935 and will bring still 
acceptance for 
products. 

“As buying power of the rank and 
file of the nation improves, better- 
ment in the business activities of 
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General Motors Corporation, Goodyear Tire & Rubber 


Standard Oil Company of New Jersey, 


General Electric Company, Johns-Manville, Inc., United 
States Steel Corporation, Libbey-Owens-Ford Glass Com- 
pany, Continental Can Company, Inc., General Mills, Inc., 


Norton Company, National Dairy Products Corporation. 
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SAN FRANCISCO 


del- | 


‘adver- | 


met with as much intelligence, | 


individually—possess. 


manufacture of our new line of | 


Frigidaire | 


| CONSUMERS TALK 


A Message ...- 
FROM Consumers TO Consumers 


We-the Consumers--Pay the Tremendous Costs 


of Returning and Exchanging Merchandise 


formelsiad by the Geneve! Pederamen of omen’ 
Clete and the “Reskes Regulating Rewmrnn,” os wt 
for obese 


Help us. We wall all save money by 


Shopping Caretully ond Wisely... 
Making Our Selection in the Store. 
Beying Excctly What We Went... 
Making Sure of the Right Sine... Right 


| Selecting Things thet Sevsty Us in Every 
Wer. 


The wamecemery rerure of merchant ue sores 
of deters coe 


ss 


we bey. and ae abadang by che “Shopper's (rend! 


DALLAS COUNTY CONSUMERS’ COUNCIL 


erqemmed be protect (he sateneohs af comumers 


_ Dallas County Consumers’ Council 

copy in Dallas newspapers which is 

typical of this kind of advertising 
appearing in several markets. 


|retail merchants will be registered 
| 
|mercial refrigeration and air condi- 
| tioning products will increase in di- 
rect proportion as these retailers 
/modernize their establishments and 
generally rehabilitate stores that 
have gone without improvements 
and new equipment for five years or 
| longer. 


| “In much the same fashion, home 
/Owners are beginning to look upon 
air conditioning as something to be 
reckoned with along with modern 
|mechanical refrigeration. 

“Analysis of reports from 44 sales 
district headquarters indicates that 
the trend upward that has been 
registered throughout 1934 will con- 
tinue without faltering into and 
through 1935.” 


Gerard Swope, president, General 
Electric Company, Schenectady, 
NM. ¥.3 

“The volume of electrical manu- 
|facturing business during 1934 has 
| been more than 30 per cent greater 
| than in 1933. Consumption of elec- 
| tricity throughout the United States 
jhas been approximately 7 per cent 
greater than in 1933 and is almost 
up to the maximum consumption in 
| the years 1929 and 1930. This in- 
|crease has been due largely to the 
increased use of electrical appli- 
ances in the home. 


Sees Increased Sales 


“The electrical manufacturing in- 
dustry, and industry in general, has 
felt most seriously the failure of the 
revival of orders for capital goods, 
but with the increased use of elec- 
tricity and consumers’ goods in gen- 
eral, capital goods must also in- 
crease. 

“For the 
ward to a 
in business.” 


year 1935 we look for- 
continued improvement 


A. K. Barnes, director of advertis- 
ing and merchandising, Armstrong 
Cork Company, Lancaster, Pa.: 

“While the questions you ask are 
very pertinent and undoubtedly are 
receiving a great deal of thought by 
advertising men, I cannot attempt to 
pose as a prophet, nor the son of 
a prophet, therefore, what I have 
to say may be considered only as 
an expression of personal opinion. 


“From an advertising standpoint 


larly after the first quarter has dis- 
sipated any fears on the part of busi- 
ness as to the radical type of legis- 
lation which may be enacted in 


‘and the demand for Frigidaire com- | 


| Washington. Confidence on the part 


of the buying public has certainly 
returned to a substantial degree as 
reflected in Christmas buying, and 
with less fear of people losing their 
jobs this kind of buying to replenish 
needs and to satisfy desires should 
continue. 


Legislation Not a Problem 


“I do not feel that impending 
legislation on advertising itself will 
develop in such a way as to be a 
serious handicap. Rather I feel that 
the work which advertising men 
| have done in this connection will 
lreact to the credit of advertising 
‘and clean up some of the malprac- 
tices which have existed in the past. 
It is my opinion that better copy will 
ibe the theme of most advertising 
and that sensationalism will become 
‘less and less desirable as business 
|recovers because the sideshow type 
|of advertising will be less necessary 
in order to attract people to mer- 
chandise. 

“As for the advertising agency, I 
\feel that the good agency will con- 
itinue to function as it has in the 
|past and that advertisers will con- 
ltinue to get just about what they 
|pay for. The agitation in this field, 
| however, should result in some good, 
even if it is only a better under- 
standing between agent and adver- 
tiser, which will open up the way 
to better service and the employ- 
ment of better brains for the actual 
‘creation and production of advertis- 
ing.” 

Cedric Seaman, advertising man- 


ager, Continental Baking Company, 
New York: 
“I find it impossible to comply 


with the request in your letter of 
Dee. 18th, because my crystal is 


1935 should be a good year, particu- | 


broken and I cannot afford a new 


;one. 


“If I were to attempt a prognosti- 
cation without the aid of a crystal, 
a horoscope or Houdini’s ghost and 
if I felt my prophecies would carry 
conviction, I should be tempted to 
paint a picture of horror and desola- 
tion to discourage and confuse my 
competitors so that I might antici- 
pate more and better sales in 1935. 


Just a Couple of Guesses 


“On the other hand, if I were to 
call forth a flock of bluebirds with 
stammering words of doubtful wis- 
dom, I might inspire eager and un- 
thinking slaves of a sinking sales 
curve to follow my merry mirage 
into the cesspool of liquidation. 

“Kither would not be cricket, so | 
can only say your guess is as good 
as mine and mine is as good as 
Barney Baruch’s.” 

C. J. Birchfield, general advertis- 
ing manager, Atchison, Topeka and 
Santa Fe Railway Company, Chi- 
cago: 

“IT believe 1935 lineage will g0 
ahead of 1934, although the last half 
of 1935 will not show a material in- 
crease over the last six months of 
1934. 1934 did not get ‘steamed up’ 


juntil about the middle of the year. 


If a number of publications I have 
observed in recent weeks carry any 
more display lineage they are going 
to be topheavy, and some of their 
customers will drop out. I have 
turned down two contracts in the 
last two weeks because of this pre- 
ponderance of display over reading 
matter. 

“I believe the status of the adver- 
tising agency will not materially 
change. There is a lot of smoke and 
very little fire behind that question. 

“Legislation will neither hamper 
nor help advertising and merchan- 
|dising in 1935. 

“T believe there will be an im- 
provement in copy and art technique, 


(Continued on Page 19, Col. 1) 


paper advertising 
printed result 
especially in 


Rotogravure—the Champagne of news. 


delivering a better 


than most magazines, 


Metropolitan. 


Buffalo 
Cleveland 

| Detroit News—New York News—Phila- 
| delphia Inquirer — Pittsburgh Press — 
St. Louis Globe-Democrat—Washington Star 


Baltimore Sun 


Times—Chicago 
| Tribune 


lain Dealer 


[Weekly 


Circulation: 
§.322,715 families 
16,000,000 readers 


Jo 
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What products does The Comic Weekly sell? 
Just about everything ! 


CEREALS—Last year a prominent 
cereal-maker’s advertisement in The 
Comic Weekly broke all existing 
records for box-top returns. But 
today that’s just history. An adver- 
tisement for the same company ran 
6 weeks ago and has already pulled 
more returns than the previous adver- 
tisement pulled in six months! And 
the box-tops are still pouring in! 
. 


FLOOR-WAX—Addressed exclu- 
sively to adults, with the same copy 
used in other leading national maga- 
zines, this manufacturer's advertise- 
ment carried a 10¢ offer and a 20¢ 
offer. The Comic Weekly’s inquiry 
cost was 40% lower than the average 
for the other media! 


DRUGS—A well-known proprie- 


tary manufacturer introduced two 
additions to his line through The 
Comic Weekly. This offer of ‘free 
samples was accepted by over 
130,000 readers... a response that 
converted him intoa consistent adver- 
tiser in The Comic Weekly. 
e 


COSMETICS — “Buy our product 
... send in the carton plus 10¢ in cash” 
read the offer of a beauty bath pow- 
der manutacturer. Did it pull?— 
Well, it outpulled every other ad he 
had ever run...in space or on the air! 


e 
AND THE COMIC WEEKLY 
HAS ALSO SOLD TYPE:- 
WRITERS, CIGARETTES, 
SHOES, BEVERAGES. LET US 
TELL YOU ABOUT THEM! 


Announcement! 


The Comic Weekly,‘‘Puck’’, which is distributed through 
the 17 great Hearst Sunday newspapers will appear as a 
32 page tabloid beginning February 3. Advertising space 
is available in full page units. The Comic Weekly is the 
only National Publication of its kind. 


GINGER ROGERS 


x 


\ 


and TILLIE THE TOILER 


ARTFUL INGENUES 
JE’, Charmers of Millions 


yl 


They draw the crowds to the box office 
and to the newsstands, because millions 


of people know THEY ENTERTAIN 


RILLIANT, clever, engaging Ginger Rogers holds 

the attention of millions by her portrayal of per- 
fectly natural human beings in entertaining situations. 
America loves her because she makes ordinary every- 
day human beings interesting. 


Tillie The Toiler holds her audience of millions in The 
Comic Weekly for the same reasons. She makes the 
life of an office girl eventful, for Tillie’s life is no hum- 
drum affair. Humor, hopes, setbacks, affections, ambi- 
tions and romance keep Tillie’s life colorful both in the 
office and outside. She is a cross section of American 
femininity, and as such touches the hearts of everybody. 


Every Sunday some fifteen million men, women and 
children, in more than five million homes, vie with each 
other for “first” on The Comic Weekly, distributed 
through the 17 great Hearst Sunday newspapers. They 
must know what Tillie, Jiggs, Pop- Eye, Skippy, Barney 
Google, and all the other family favorites are doing. 


This is the largest and most attentive audience in the 


THE COMIC WEEKLY 


world. It is America’s largest market, where more 
things are bought for the sustenance, comfort and plea- 
sure of men, women and children than are bought by 
any other market within the influence of advertising. 


The Comic Weekly is unique in that it reaches the entire 
household — not just the mother who buys, but the father 
and particularly the children who have so important an 
influence on the purchase of the things they want. 


In addition to the children, 68% of all men, and 72% of 
all women newspaper readers read the comics. And 
they see the advertisements too, for The Comic Weekly 
strictly limits the number of advertising pages per issue. 


These are some of the reasons why The Comic Weekly 
has proved its productiveness for its advertisers more 
than any other medium. This statement is capable of 
abundant actual proof. We would welcome the oppor- 
tunity to lay the proof before you. Please call COlumbus 
5-2642 New York, or Superior 6820 Chicago. 


Everybody reads the comics 


959 Eighth Avenue, New York City 


Palmolive Building, Chicago 
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Air Conditioner 
Stressed in New 
Kelvinator Copy 


(Picture on 


Detroit, Mich., Dec. 27.—An inten- 
sive magazine and trade publication 
campaign is being launched this 
month by the air conditioning divi- 
sion of Kelvinator Corporation to 
corral the largest possible percent- 
age of the expanding domestic and 
industrial market. 

For the present, the message will 
be confined to mediums reaching 
business executives and the 
Beginning in March, the schedule 
will embrace “consumer” magazines. 

Copy directed to business execu- 
tives is institutional and educational 
in character and will break in 
January issues of Business Week, 
Forbes, Fortune, Nation’s Business, 
New Yorker, and Time. 

In a typical advertisement, sched- 
uled to appear in Fortune, appears 
an arresting photograph of four cats 
posing under a subdued light. The 
caption reads, “In the Night All Cats 
Are Gray,” and the copy follows, in 
part: “So runs the ancient proverb 
—warning against dependence upon 


l ‘age 2:5) 


trade. | 


the | 


impressions formed in the dark. This 
emphasizes what you, in the light of 
growing interest in air conditioning, 
have already realized. You know 
that air conditioning is much more 
than the fanning of air about a 
room, more than mere heating or 
cooling or cleaning of air, more than 
merely drying or moistening air. 
You know that all of factors 
at once—under control 
are necessary.” 

Approximately 30 publications will 
carry the company’s message to the 
trade. Copy will be specialized in 


these 
automatic 


appeal to conform to the specific au- | 
In Retail Leader, appearing | 
“Will | 
Picket Your | 


dience. 
this month, Kelvinator 
You Let Hot Weather 
Store Next Summer?” The half-page 
advertisement is illustrated with a 
picture of two women shoppers pass- 
ing a typical retailer’s door. One 
woman asks: “Shall we look at these 
dresses today?” The second woman 
answers: “No—it’s too hot to go into 
'a stuffy store!” 


asks: 


College Lineage Up 


A general increase of 30.8 per cent 
in the lineage carried by college and 
university newspapers in November, 
over the same month of 1933, is 


gest, Madison, Wis., 
|sravure magazine 
‘college newspapers. 


national 
distributed 


with 


|}merchandising plans. 


V. H. Pribble to WTAM 


Vernon H. Pribble has been ap- 
pointed general manager of WTAM, 
Cleveland, NBC managed and oper- 
ated station. For eight years he was 
a member of the Chicago Tribune 
advertising staff, and was later gen- 
eral manager of WGN, Chicago. In 
1930 he resigned to join the Stack- 
Goble Advertising Agency, Chicago. 

Mr. Pribble succeeds W. 
Smith, who has been relieved from 
duty in order to permit him to re- 
cover his health. 


Hexter to Brisacher 

A. N. Hexter, formerly with sev- 
eral Chicago agencies, has joined the 
Los Angeles office of Emil Brisacher 
and Staff, and will have charge of 
H. R. Beaven, 
formerly with the Rodney Boone 
Organization, has been appointed 
staff executive in charge of sales de- 
velopment. Louise Ludke will head 
the production department. 


Uses Silver Ink 
Silver rotogravure printing ap- 
peared for what is reported to be the 
first time in any newspaper in the 
Chicago Sunday Tribune recently. 
On the front cover of the rotogra- 
vure section was a five-color repro- 


|duction of WGN’s new broadcasting 
shown by a survey of Collegiate Di-| 
roto- | 


auditorium now under construction. 
In addition to blue, brown, yellow 
and red inks, aluminum bronze ink 
was used. 


wt Malate 


SEARCHED OUT FOR ADVERTISERS 


NEWS COVERAGE 
OF INCOME IN 
EACH INCOME AREA 


Average Weekly 


Income Coverage 
$59 to $66 84.7%, 
35 to 39 74.2%, 
22 to 25 64.1°%, 
l4 to 16 62.6% 


areas, according 


power. 


ness is. 


THE INDIANAPOLIS NEWS 


New York 


Dan A. Carroll, 110 £. 42nd St 


The 145,021 average circulation of The News during the 
first eleven months of this year is the largest circulation 
ever attained by a daily newspaper in Indiana. 


IN INDIANAPOLIS 


The News reaches 72°, of the total buy- 
ing power of Indianapolis. 


This is one of the important facts revealed 
by the Management Institute Survey of 
79,289 Indianapolis homes . . . probably 
the most thorough research of its kind 
ever made in America. 


The city was divided into four income 


come. In the two upper areas, where in- 
come is greatest, The News reaches regu- 
larly more than 78°/, of the total buying 


Business is not "hiding out." 
from this survey show where it is. Manu- 
facturers who use The News to carry their 
advertising into this fertile market need 
not guess about results . . . because News 
circulation concentrates where the busi- 


to average weekly in- 


Statistics 


Chicago 
JE. Lutz, 180 NM higan Ave 


Webster | 


Magnate Aims to Sell Million 


ADVERTISING BY 
FORD FOR 1939 
TO SET RECORD 


Cars in 1935 


Dearborn, Mich., Dec. 27.—A tele- 
phone hookup embracing 15,000 miles 
of telephone wire to reach 10,000 
members of the Ford dealer organi- 
zation in the United States and Can- 
ada was used today by Henry Ford 
and members of the company’s ex- 
ecutive staff to herald the new 1935 


to sell a “million cars or better’ in 
1935. 

Although advertising program de- 
tails were not discussed, W. C. Cow- 
ling, general sales manager, declared 
that newspapers, magazines, direct 
mail, radio, outdoor, in fact every 
available advertising medium, will be 
employed to a greater extent than 
ever before to fulfill or exceed the 
company’s million-car quota. 

In an hour’s program, the dealers— 
assembled in the 34 Ford branch 
cities in the United States and eight 
branch cities in Canada—heard Mr. 
Ford’s message prefacing the formal 
announcement of the new models by 
Edsel Ford. Other speakers described 
the new Fords in detail as they were 


ciates simultaneously in cities in 
which Ford sales or assembly 


branches are located. 
100 New Features 


A private preview for newspaper 
correspondents from the _ principal 
cities in the East and Middle West, 
as well as from cities of eastern Can- 
ada, was held earlier in the day. The 
newspaper men witnessed the assem- 
bly of a new Ford V-8 on the stage 
of the Edison Institute Theater in 
Greenfield Village, Mr. Ford’s early 
American community, and then were 
shown the new Cars. 

The sales story, as presented to 
the dealers, consisted of a discussion 
of 100 new and improved features in- 
corporated into the new car, all of 
which, when simmered down, will 
make up the advertising message for 
1935, which will stress new beauty, 
greater safety and improved riding 
comfort. . 

Newspaper advertising will get un- 
der way with the initial public show- 
ing on Saturday, Dec. 29, and the re- 
mainder of the campaign will start 
in time for the sales message to be 
carried into the home while the au- 
tomobile shows are in progress. 

In addition to the enlarged news- 
paper, magazine, outdoor and direct 
mail programs, Ford Motor Company 
has arranged for a continuation of 
the ford Symphony Orchestra pro- 
gram, broadcast on the Ford Sunday 
Evening Hour each week. The Fred 
Waring’s Pennsylvanians program, 
now heard for half an hour, will be 
expanded to a one-hour broadcast, 
starting Jan. 3. 


Continue Same Slogans 


The two slogans ‘Watch the Fords 
Go By,” and “No Compromise with 
Quality,” which were used in Ford 
advertising the past year, will con- 
tinue to be used in the ensuing cam- 
paign, according to Mr. Cowling. 

The main changes of the new car 
involve restyling and _ rearrange- 
ment of chassis layout, altering the 
appearance of the cars and providing 
more passenger room without length- 
ening the wheelbase. 

From bumper to bumper, the mod- 


Ford V-8 cars and to discuss plans | 


Py | 
shown to the dealers and their asso- | 


| els are as much as eight inches 
longer than formerly. The engine is 
mounted farther forward and the 
seats are relocated toward the center 
|to improve riding quality. 

Prices of the new cars are slightly 
| higher for some models and lower 
|for others. The base price is quoted 
at $495 for the five-window coupe and 
|range upward to $655 for the new 
Fordor touring sedan. The com- 
plete line embraces nine body types. 

The new body lines, a subject of 
long deliberation and _ frequent 
changing, carry streamlining into dis- 
tinctive 1935 styling, although the ef- 
fect is not radical. Grille, hood, fend- 
ers, lamps and wheels show new 
contours. The Fordor touring sedan, 
which has a rear trunk integral with 
che body, represents a new departure 
in the line. 


J. A. McDonough Promoted 


Joseph A. McDonough, advertising 
{manager of Life, has been made 
vice-president of the publishing com 
pany. 

The company has appointed Waldo 
E. Fellows, 315 Stephenson Bldg., 
Detroit, as its advertising represen- 
|tative in Michigan and northern 
| Ohio. 


Issue Postal G uide 


“The Postal Guide and Envelope 
Catalog,’ which includes practically 
‘all postal regulations of importance 
|to advertising and general business, 
|has been issued by the Atlanta En- 
|velope Company, Atlanta, Ga. Free 
copies may be secured by executives 
|from the company’s advertising de- 
| partment. 


_ W.L. Nichols to TVA 


William I. Nichols, for two years, 
promotion manager of the National 
|Electric Power Company, and more 
Tecently public relations counsel of 
|Harvard University, has been named 
| promotion manager of the Tennessee 
| Valley Authority at Chattanooga, 
| Tenn. 
| 


_ Jewelry Maker ees 


The Kerchner Jewelry Company, 
Cincinnati, manufacturer of gold 
wire rings and other specialties, has 
appointed the Keelor & Stites Com- 
pany, Cincinnati, as advertising 
counsel. Direct mail is being con- 
sidered in addition to publications 
now being used in the company’s 
promotion. 


W. J. McAneeny Elected 


William J. McAneeny has been 
elected president of the Hupp Motor 
Car Corporation, succeeding Charles 
D. Hastings, recently retired. Mr. 
McAneeny, formerly president of the 
Hudson Motor Car Corporation, will 
be president and general manager of 
Hupp. 


Towle to Glass Firm 


H. Ledyard Towle has joined the 
industrial design department of the 
Pittsburgh Plate Glass Company. 
He was formerly director of the out- 
door creative department of Camp- 
| bell-Ewald Company, Detroit. 


Host to 9,000 


In what is believed to have been 
the world’s largest Christmas party, 
9,000 family members of the 2,900 
employes of the Champion Coated 
Paper Company joined in a yuletide 
celebration at Hamilton, O., Dec. 238, 
as guests of the company. 


Frank Black to White 


Frank Black, Jr., formerly of Cham- 
bers & Wiswell, Inc., Boston adver- 
tising agency, has been named ad- 
vertising director of the R. H. White 
Company, Boston department store. 


Quinby Adds to Line 


Hearthstone brand, a new line of 
chocolate, is being introduced by the 
W. S. Quinby Company, Boston, as 
an addition to La Touraine coffee, 
which is the company’s leader. 


EXPERIENCED OUTDOOR 
ADVERTISERS 
include the 


always 


— 


O’Mealia 
Plants in their plans to cover the 
New York Metropolitan Market. 


} 
- st 
ae 


A om 


OMealia Outdoor Advertising 


Harry O Mealia, President. 


i 
Co. 


Jersey City, N. J. ds 
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December 29, 1934 


ADVERTISING AGE 


“THE 


Thefept avy of Oregon—none other 


to you than The Oregonian, favorite news- 


(Ce a little old fashioned, ch?” 


paper of the great Pacific Northwest for these 
last 84 years--pushed out her good firm chin 
and gazed searchingly into the mirror. 

‘Perhaps I have been neglecting some things 
that would make life more interesting and 
pleasant. Just watch me give those youngsters 
of mine a thrill!” 

Very next morning the Mee Lapy stepped 
out, dressed in the height of fashion, before a 
flabbergasted family. Gone was the somber old 
dress and in its stead a smart, stunning creation, 
fashionably styled in clear, easy-to-read 7% 
point type instead of the small, none too legible 
63, point type which had draped her rugged 
frame for lo these many years. What a dress! 
and modern! 


Youthful in every line — smart 


Yes, the Yee? LADY had gone the whole 
route in giving lie to the ‘‘old fashioned’ 


charge. Her face was lifted, ringlets bobbed, 
and eyebrows plucked. Shorter, pithy head- 
lines make her pages fairly sing with color and 
life. Human interest pictures—front page and 
inside—give spice and graphic clarity to the 
news. Banner headlines on the pages of the en- 
larged sports section, the augmented woman's 
pages, featured Pacific Northwest news pages, 
present the- big news of the day at a glance. 
At heart, in basic principles, the Sre4Lapy 
remains the same. She holds tenaciously to the 
belief—the same belief that has endeared her 
name to residents of the Pacific Northwest 
since long before the Civil War—that public 
service and honest, complete presentation of 
the news of the day are the first 


The duties of a newspaper. 


YES avy of Oregon grows younger. 


\ Ys 


\ 
—_~/“— 


What do the children think of all this? Well, 
sir, when the OL Lavy went modern over 
night, it caused no end of a furor out on the 
West coast. The children let loose a great hue 
and cry. Some liked it, some didn’t. Many said 
she should have done it years before. Others 
pulled a wry face and hinted that theft 
LADY must be over-doing her cocktail parties. 
Tongues are still wagging every which way. 

Meanwhile shrewd advertisers are getting a 
mighty wallop-- measurable on cash registers— 
out of theSerLavy’s rejuvenation. With every- 
body reading, everybody talking, reader in- 


terest has riscn to the nth degree. With the 


OE any in the spotlight, ad vertising response 


in this rich market was never better. Capitalize 
this situation. Make sure The Oregonian is on 


your media list and grow more sales while the 


Oi GOIN TAN 


PORTLAND, 


OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 
National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, New York, Chicago, Detroit, Los Angeles 
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December 29, 1934 


Gives Century- 
Old Copies of 


““Post’’ at Yule 


Detroit, Dec. 27.—When friends of 
Henry T. Ewald, of Campbell-Ewald, 
Inc., Detroit, opened their Christmas 


mail they found that the agency 
president had remembered’ them 
with century-old copies of the Sat- 


urday Evening Post. 

Some time ago Mr. Ewald secured 
from a former judge in Michigan a 
few old issues of the Post, 
them dated more than a 
years ago. 


some of 
hundred 


“A Family Newspaper’ 


One issue dated July 3 1847, 
shortly after the name was chi inged | 
from United States Saturday Post to 
its present title, declares that the 
Post was “a family newspaper: neu- 
tral in polities, devoted to general 
news, literature, science, morality, 
agriculture and amusement.” The 
issue contains four pages, of eight 
columns each. Pages’ are 
inches over all. 

Only two columns of advertising 
appeared in that issue, mostly short 
paragraphs with little use of display 
types. Illustrations were used in 


22x30 | 


| 


only two advertisements, one for Dr. | 


Roby’s Brazilian hair curling liquid, 
and the other, a patent truss. 

The first page of the issue was de- 
voted to original poetry, selected 
essays, articles, and tales. 
two and three appeared general 
news from various parts of 
United States, as well as editorials, 
and Philadelphia “local _ intelli- 
gence.” Articles on agricultural sub- 
jects appeared on page four, together 
with a special feature, “Our Picture 
Gallery.” The illustration was a 
view of the observatory at Green- 
wich. 

“Samuel D. Patterson & Co. Pub- 
lishers, Number 98 Chesnut Street,” 
appears on the masthead. 


Regulate Handbills 


An ordinance prohibiting distribu- 
tion of handbills, dodgers and other 
similar advertising matter on prop- 


‘erty where the householder posts a 


lcil. It becomes effective Feb. 


| Dec. 


“No advertising” sign has _ been 
passed by the Los Angeles city coun- 
1, when 
names 
person 


the 
the 


all handbills must carry 
of the distributor and 
causing the distribution. 


J. R. Ostell Dies 


J. Raymond Ostell, 39, 


vertising representative for Liberty, | tion, 
| office of Blanchard-Nichols, 
|publishers representatives, 


in that city 
illness. 


died at Grace Hospital 
23 after a brief 


| suspended 
| been reorganized with W. 


‘ee Publication 
The Farmers Home Journal, which 
publication in 1933, has 
Vaughan 


| Spencer as editor and publisher, H. 


On pages | 


Phelps Spencer as associate editor, 
jand Preston W. Ray, editor of the 


the | 
lat 343 
| ville, Ky. 


| 
| 


| years 
Detroit ad-|Sun-Maid 


horse department. 


Seelbach Hotel Bldg., Louis- 


new ownership the week 


of Dec. 17. 


appeared 


Texas Club Elects 


George T. Atkins, of the Austin, 
Tex., American and Statesman, has 
been elected president of the Austin 
Advertising Club. Other newly- 
elected officers include: Vice-presi- 
dent, Frank W. Cook, Cook Printing 


Company; secretary-treasurer, Sam 
Shaw, Shaw Furniture Company; 


chairman of the board of directors, 
John A. Ferris, S. Ferris Sons. 


Death of G. F. Moran 


George F. Moran, from 1925 to 


1932 chairman of the board and part | 
owner of the Cleveland Company, 


publisher of the Cleveland News, 
died in that city Christmas Day. 


Russell Leaves Sun-Maid 


Lewis Russell, for the past four 
advertising director of the 
Raisin Growers Associa- 
join the San Francisco | 
magazine 
Jan. 1. 


will 


Out on the Western Plains, they put a brand on cattle 


then turn them loose to shift for themselves. 


You can't do that with merchandise. 


chosen with 
help you with both. 


New brand names should never be adopted 
without first making sure they are available. 
You are free to consult the Trade Mark 
Bureau of the United {States Printing & 
Lithograph Co. (Cincinnati Office) where 
ALL Trade Marks registered at Washing- 
together with nearly 
twice as many more U Nregistered brands, 
which are likewise entitled to protection. 


ton are on record, 


During the past three years, the “US” 
Trade Mark Bureau at Cincinnati received 


and answered 5,732 requests for informa- ; 


tion about 11.0410 brand names. 
new names were suggested by “US” 
did not infringe; inquirers were enabled to 
avoid adoption of 1,978 names already in use. 


This unique service is at your disposal. 


Over 1,702 
that 


ance. “US” 


For more than half a century, 


and horses, 


Your brands must first be 
‘are and then safeguarded with vigilance. “US” 


can 


No product will shift for itself—not in these 
complicated days. Widely known names, 
like famous men, do not attain the heights 
by sudden flight. 
the only factor in brand supremacy. 


Nor is quality of product 


Almost invariably, brand names that are 
indelibly stamped on consumers’ 
are found on products which are packaged 
in a distinctive 
supported by 


minds 


manner and 
“point-of-sale” 


consistently 
advertising. 


“US” has 


been at right hand of the great merchants 
and manufacturers whose products have 
attained the heights of consumer accept- 
products 
those products. 


have helped to sell 


We can serve you, too. 


Headquarters are | 


The first edition under the | 


THE UNITED STATES PRINTING & LITHOGRAPH COMPANY 


BOUQUET HANDED 
ADVERTISERS BY 
FTC IN REPORT 


|netz will conduct the new 


‘Sees Printed Material Grow- 
ing More Truthful 


Washington, D. C., Dee. 27.—* Ad- 
vertisements are more likely to be 
true and accurate than they were a 
few years ago, and the maliciously | 
|fraudulent type of advertisement, 
| particularly that relating to fake 
/medicines and other purported cures 
|for human ailments, has practically | 
disappeared from the better class of 
publications,” the annual report of 
the Federal Trade Commission, re- 
leased today, asserts. 
| “This advance has not come about 
|solely through reform or a desire 
‘to maintain high ethical standards,” 
the Commission warns. “In fact, 
it is apparent that a number of the) 
jauthors of questionable advertising 
‘matter, having been dissuaded from 
|continuing their appeals to the read- | 
| donee public, have gone to the radio, | 


jand it is in that field that the Com- | 
mission began a careful survey pre-| Mr. 


\liminary to working out a compre- 
he nsive plan for checking and ulti- 
|mately preventing fraudulent and | 
unfair advertising practices.” 


4 | Approximately 180,000 commercial | 
TY | continues have been received by 
| 


the Commission following its re- 
quests for this material from broad- 
cast stations and networks, and 
about 150,000 have been examined, 
the report goes on. “Of the latter 
/number, more than 125,000 were 
|found unobjectionable, while about 
21,000 were distributed among mem- 
bers of the special board of in- 
vestigation (composed of three Com- 
mission attorneys) for further 
checking. 
| Tells Purpose 


” 


In the 
tinuities, 


examination of radio con- 
| as well as of newspaper 
| and periodical advertising, the Com- 
| mission’s sole purpose, the report 
| says, is to “curb unlawful abuses 
of the freedom of expression guar- 
| anteed by the Constitution. It does 
not undertake to dictate what an 
|advertiser shall say, but rather in- 
|dicates what he may not say. Juris- 
diction is limited to cases which 
j;have a public interest as distin- 
| guished from mere private contro- 
|versy, and which involve practices 
|held to be unfair to competitors in 
|interstate commerce.” 

A considerable portion of the re- 
/port is devoted to complimenting 
| publishers, radio station owners and 
advertisers for the cooperative spirit 
they have shown in furthering the 
, work of the commission, and in out- 
lining exactly how the Commission 
proceeds with its task of keeping 
|advertising free from unfair com- 
petitive statements of claims. 


Brillo Makers Sponsor 
Guizar in New Program 


Tito Guizar’s Sunday noon _ pro- 
gram will be resumed over the 


WABC-Columbia network Jan. 13, 
from 12:80 to 12:45 p. m., EST, 
under the title “Brillo Melody Cava- 
liers.” As previously, the  Brillo 


|Mfg. Company, Inc., will sponsor the 
series, which features the Mexican 
tenor. 

An unusual instrumentation, in- 
cluding Samuel Amorosi, harpist, 
| Joseph Gibson, violinist, Lucien 
Schmidt, cellist, and Sylvester Gillis, 


|playing the piano-accordion, will re- 
place the harp trio which accompa- | 
|nied Guizar on his “Midday Sere- 
‘nade’ program last year. 


Appoints Maxon 
Overseas advertising of Firestone 
Tire and Rubber Export Company is 
now being handled by Maxon, Inc., 


New York. Frank B. Amos is the 
account executive. 
| 

“Racquet” Appoints 


CINCINNATI 
320 Beech St. 


52-V E. 19th St. 


NEW YORK 


CHICAGO 
205-¥V W. Wacker Dr. 


BALTIMORE 
420 Cross St. 


The Gray-Nogues Company, New 


| York, has been appointed by Racquet, | 


national tennis magazine published 
in that city, as its national adver- 


| tising 


representative. 


/Clark St., 


| New 


| Engineering, 
iin the corporation’s Eastern 
| tory, 


New Chesterfield Program 


A 14-voice chorus, a male quartet 
and a 40-piece orchestra will take 
|part in a 1935 series of programs 
|over the WABC-Columbia network 
Te by Liggett & Myers To- 
bacco Company, for Chesterfields. It 
will be heard Mondays, Wednesdays 
and Saturdays from 9 to 9:30 p. m. 
EST, starting Jan. 7. Andre Kostela- 
series. 


Starts New Food Paper 


The Illinois Food Merchant, a new 
tabloid business newspaper for the 
retail food merchants of Illinois, 
made its debut with the issue of Dec. 
15. Frank D. Holmes is editor and 
publisher, with offices at 536 S. 
Chicago. The new paper 
will appear every other Monday, 
starting with the second issue on 
Dec. 31. 


Appoint R. F. Boger 


Robert F. Boger, formerly of Mc- 
Graw-Hill Publishing Company, has 
become associated with Case-Shep- 
'perd-Mann Publishing Corporation, 
York. He _ will represent 
Municipal Sanitation, Water Works 
and Fire Engineering 
terri- 
with headquarters at the home 
office. 


Gould a Boston Firm 


John Goddard Gould, consultant in 
|direct mail advertising and mer- 
chandising, has joined Advertising 
Associates, Boston mailing service. 
yould will assist clients in plan- 


ning campaigns and layouts. 


— @ 


| 


QUINTUPLETS 


You have a good product. That’s 
No. 1. 

You've put a fair and profitable 
price on it. That’s No. 2. 

The product is designed for an 
up-and-coming market, the engi- 
neering-construction industry. 
That’s No. 3. 

Your selling organization is aces 
up. That’s No. 4. 

And No. 5, the most important 
of all, is the advertising pro- 
gram. 

What the executive attitude is 
toward No. 5 measures the will- 
ingness or unwillingness to be a 
leader in the market. It meas- 
ures executive comprehension of 
marketing possibilities. It meas- 
ures executive support of the 
salesmen. In short, the use of 
No. 5 determines pretty ac- 
curately whether a company is 
a go-getter, a stand-patter or a 
trailer. 

The readers of ENR and CM, the 
buyers of construction equip- 
ment and materials, are human. 
They see or they don’t see your 
advertising. They evaluate your 
product or overlook it according 
to the effort you expend to at- 
tract their attention and prod 
their memory. 


The manufacturer of construc- 
tion equipment and materials 


seeking to have No. 5 function 
properly—to do a real job’ of 
reputation building—to do a real 
job of guiding all sales activities 


—uses as the nucleus of his pro- 
gram adequate and continuous 
advertising in.... 
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CONSTRUCTION 


METHODS | 
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NETWORK SALES 
TO SET RECORD 


Chicago, Dec. 27—Time sales by 
the two major networks during No- 
vember represent a gain of 25.8 per 
cent over revenues for November, 
1933, analysis of figures just released 
by National Advertising Records 
shows. The year 1934 will break all 
previous sales records in 
broadcasting, it is indicated. 

Sales for the National Broadcast- 
ing Company and the Columbia | 
Broadcasting System totalled $4,- 
363,453 in November, compared with | 
$3,465,801 in 


radio | pointed to 


the same month of 


1933. 
In November, the time sales of | 
NBC totalled $2,683,494, compared 


with $2,188,342 in November, 1933. 
Time sales of CBS totalled $1,679,- 
959 last month, in contrast to $1,- 
277,459 in November last year. 

The previous peak year 
two networks was 1932, 
totalled $39,106,776. 
months of this year, sales have al- 
ready reached $38,205,938. 


Ask Rehearing 


In Combination 


when sales 


Rate Litigation 


Washington, D. C., Dec. 


for the) 


In the first 11 | 


27.—De- | 


claring in a petition to the Supreme | 
Court that the evidence relative to | 


advertising rates 


in farm journals | 


failed to prove they had in any way | 


restrained or 
interstate commerce, the five 
panies named as co-defendents in the 
suit brought by Jndiana Farmers 


attempted to restrain | 
com- | 


Guide today asked for a reconsidera- | 


tion of the high court’s decision re- 
manding the case to the 
court at Indianapolis for trial. 

The companies, The Prairie 
Farmer Publishing Company, Wal- 
lace Publishing Company, Wisconsin 
Farmer Company, Webb 
Company, and McKelvie Publishing 
Company, publish seven farm papers 
and sell advertising space through 
the Midwest Farm Paper Unit. 

The Indiana Farmers 
lishing Company seeks to _ collect 
damages from them on the conten- 
tion that they had entered into an 
unlawful combination in violation of 
the Sherman anti-trust law in offer- 
ing group advertising rates in the 
seven publications which were below 
the cost of buying equivalent space 
in the seven papers individually. 

The five publishers asserted in 
their petition for a rehearing that 
they were without power to control 
advertising rates in farm journals, 
and declared that the evidence had 
failed to prove they had restrained 
or attempted to restrain 
commerce in any way. 


Add to Personnel of 


district | 


Publishing | 


Guide Pub-, 


interstate | 


New Agency on Coast 


Maynard Boyce has been appointed 
sales representative for the Los An- 
geles territory for the newly formed 
Barnes Chase Company, Los Angeles 
advertising agency. 

Other additions to the personnel 
include Harold Holmes, as head of 
the creative department; Harold 
Wright, recently with 
Company, Los Angeles, as copy chief; 
Hazel E. Smith, research director; 
E. W. Rutledge, production manager, 
and Edwin W. Buckalew, account 
servicing. Norman L. Barnes is in 
charge of the San Diego office, with 
Harriett W. Kelly as_ production 
manager. 


Dairy Effort O. K.’d 


To promote the use of dairy prod- 
ducts, 
paign was 
State Daily 


authorized by the Iowa 
Association and affiliated 
creamery, ice cream = and 
breeders’ associations, at a 
meeting in Ames, Ia. 


recent 


Promote Max Kramer 


Max Kramer, circulation manager 
of the New Bedford, Mass., Standard- 
Times, 
ager of the 
the Mercury, 
firm. 


newspaper 


the Mayers | 


an extensive advertising cam- | 


cattle | 


has been made business man- | 
as well as| 
published by the same | 


Station WO9XBY | to ie 
Station W9XBY, Kansas City, Mo., 
operated by First National Tele-| 
vision, will stage an all night in-'| 
augural program New Year’s Eve. 
W. T. Evans, formerly advertising 
manager of the Journal-Post, has 
been named local advertising man- 


ager, and Walter L. Lockham, for- 
|merly with KWTO, Springfield, Mo., 
has been appointed program man- 


of the station. 


Name Chicago Agency 


The Campbell-Durham-Von Olm 
Company, Chicago, has been ap- 
handle advertising of 
| Estron Products Company, Inc., 
manufacturer of cosmetics and fem- 
|inine hygiene products; Eagle Radio 
Company, Inc.; and Selby, Inc., rec- 
|tifying and wholesale liquor con- 
;cern, all of Chicago. 


ager 


e crowds gasp at-every ne 
in America as the thorough 

breds, representing a single 

billion-dollar industry, form 
flying parades past the stands 

_ ,..and, as the horses fight for 
_ leadership at the turns and in 
the stretches, tense nerves 
keep the audience puffing at — 


Kentucky-m ade 


And, afterward, famous Ken- 
tucky whiskies are favorite 
‘ refreshments the Nation over. 


Price Fixing to 
Be Scrutinized 


A NRA | A H | first of a series of open “policy” 
t earing hearings at which the board will col- 


| Washington, D. C., Dec. 27.—Price 
| fixing will be placed “on the carpet” 
at a National Industrial Recovery 
Board general hearing Jan. 9 in the 
| Department of Commerce Bldg. 

Much of the information received 
by the board indicates that price fix- 
ing and control provisions of codes 
of fair competition have proved nei- 
{ther workable or enforceable, the 
NRA states. 

At the coming hearing all indus- 
itries operating under such price-fix- 


© Racing 
ettes . 
dreds ot 
circulate 
And so, 


cigarettes. | 


| ing provisions and other interested |codes which permit fixing of prices, 
parties will be given an opportunity |a practice which has caused much 
to express their views. concern in advertising circles. 

The price fixing hearing ss 


_ Promote R. C. Munroe 


Robert C. Munroe, sales and adver- 


is the 
policy 
operation of 


lect evidence on the 


. |tising manager of the G. & C. Mer- 
major code provisions and the advis-|riam Company, Springfield, Mass., 
ability of amendment or continua-| publisher of Webster’s New Inter- 


tion. Only general aspects of the | ational Dictionary, has been elected 


subjects announced for the “policy” president of the company, succeed- 
hearings, not the advisability of |'"* Asa G. Baker, who becomes 
BS, 7 ‘ . chairman of the board. 


amending or modifying any particu- | 
lar code, will be considered at these 
open meetings. 

Advertising and publishing inter- 
ests are looking forward to the price 
fixing hearing with especial eager- recently at his home at Providence 
because they are firmly con-|R | ‘He was the founder of the 
vinced that it will foreshadow | Westerly Journal and the Pawtuzret 
changes in the paper and printing | Valley West Warwick, R. I. 


F. M. Campbell Dies 
Frank M. Campbell, 68, president 
and founder of the F. H. Campbell 
Company, advertising writers, died 


ness 


Times, 


Horses . . . America’s Finest Cigar- 


, and Famous Whiskies bring hun- . 


millions of dollars to Kentucky to 
in the mass-market trading area. 
buying dollars always move in_ 


greater volume from consumer to merchant 

and back to circulation theeval salary and 

wage-earners. Soe 

® let your advertising outta chest sities to : 

the purchase of your merchandise in — r 

retail outlets. | _ 
@ When morning dawns upon the Blue- 


grass, THE COURIER-JOURNAL is- fa 
= at the breakfast tables. re 


@ and the evening TIMES completes the . 


coverage at sundown. 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
The Courier-Journal © The Louisville Times 


+a" 


give you coverage without competition from dawn to dusk 
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Major Events of 19 


4 Summarized | in Annual Review 


1934 SAW TURN 
OF THAT CORNER 
TO PROSPERITY 


But Advertisers Had Plenty 
To Think About 


Chicago, Dec. 27.—While 
will go down in the history 
keting as the year that 
definite break in the worst depres- 
sion in the history of the United 
States, it may also be truthfully de- 


of mar- 
marked a 


mults and alarms. 
National advertisers, 
their usual alertness, 


manifesting 
were quick to 


sense the improved sentiment which | 


soon resulted in actual increases in existence of the advertiser, but some 


retail sales. Advertising campaigns 
were launched to take advantage of 


| tions 
|jobs, while making editorial content 
| more 


| being brought 
_through receiving sets. 


1934 | 


book 


were successful 
a flood of state- 
increased earnings 


that these efforts 
was indicated by 
ments of greatly 
for the year. 
Tribute must be paid to mediums 
for their share in making 1934 a 
profitable one for advertisers. All of 
those seeking patronage of advertis- 
ers have given new values. Publica- 
have done better mechanical 


entertaining and _ valuable. 
Radio has made outstanding strides, 
some of the world’s greatest artists 


Outdoor ad- 
vertising continued 
in order and to define more exactly 


| the markets offered to advertisers. 


Problems Still Numerous 


Though the year was a happy one 


\from the viewpoint of reviving busi- | 
scribed as the year of the most tu-| 


ness, it proved again, if proof were 
necessary, that no sooner is one 


problem settled than new ones crop | 
did | 


up to take its place. 
new 


Not only 
questions arise to complicate 


which seemed to represent a closed 
demonstrated that they were 


the new markets being opened, and | still leading issues. 
| 


into American homes | 


to set its house | 


Perhaps the chief event of the 
year, from the advertising viewpoint, 
'was the Association of National Ad- 
|vertisers’ challenge of the method of 
|agency compensation developed over 
'a period of many years. Basing its 
accusations on a study by A. E, 
Haase, former managing director of 
the organization, the A. N. A. 
charged that the fixed commission or 
discount of 15 per cent to agencies 
no longer serves the requirements of 
ladvertisers. This view was sharply 
combatted by publishers, but as 1935 
looms on the horizon, no settlement 
of the issue is in sight. 

Legislators continued to harass 
marketers in 1934, and while most of 
their efforts were thwarted, further 
‘embarrassment from this source 
'seems inevitable in 1935. In the na- 
tional field, the administration indi- 
cated there would be nothing resem- 
\bling a policy of laissez faire with 
its electrical development project in 
the Tennessee valley. 


FHA Draws Applause 


While many advertising men ques- | 


tioned the wisdom of this move, 
there was unanimous applause of the 
!National Housing Act, the govern- 


..and MAY YOU HAVE 
“TWINS” 


During 1935! 


We mean, of course, may you have the 
St. Paul, on your schedule during 1935! 


"TWINS," Minneapolis and 
For the Twin Cities’ Trade 


Area—where 74.3c out of every dollar in Minnesota are spent—is in 
the very heart of the 9TH U. S. RETAIL MARKET, and is certain to re- 


main one of the richest markets in America. 


And remember, please, that in this market, the recent ERNST & ERNST 
SURVEY revealed these significant percentages of listener preference: 


KSTP 


ee ee 


es ec 
Other Stations . . . 


... + 50.1% 


OS a 


36.5%, 
6.0 
4.5 
2.9 


W-H-E-R-E and W-H-E-N ‘Minneapolis and St. 
Paul L-I-S-T-E-N is where and when they B-U-Y! 


Ask to see the Certified Copy of this Survey at any of our branch offices. 
And for other proved facts communicate with FORD BILLINGS, Gen- 
eral Sales Manager, KSTP, Minneapolis, Minn., or our National Repre- 
sentatives: New York—Paul H. Raymer Co. . . . Chicago, Detroit, San 
Francisco—Greig, Blair & Spight, Inc. 


KSTP 


MINNEAPOLIS - ST. PAUL 
DOMINATES THE 9th U. S. RETAIL MARKET 


ment’s aggressive effort to revive 
capital goods by putting the gigantic 
building industry back at work. 
While this hope has not been fully 
realized as yet, the evident concern 
of the administration with capital 
goods has convinced many that 1935 
will see the further stimulation of 
industrial products. 

The local-national rate question re- 
turned to life in 1934 when newspa- 
per representatives became alarmed 
at the falling off in lineage placed 
through them and made an intensive 
study of the situation. While this 
survey confirmed their worst fears, 
the remedy has not yet been nation- 
ally applied. It seems certain, how- 
ever, that corrective measures will 
be taken in many parts of the coun- 
try in 1935 to prevent manufacturers 
from placing advertising through 
local outlets at local rates. 

Various efforts were made to in- 
crease the value of research in 1934. 
The Association of National Adver- 
tisers established a research founda- 
tion. While the purposes have not 
been exactly stated, one is said to be | 


ithe enunciation of the principles by 
which research should be governed. 


Romantic Business Pageant 


1934 in the advertising field would 
be complete without mention of A 
Century of Progress, which com- 
pleted its second year in Chicago, | 
with many of the country’s leading | 
advertisers as exhibitors. 

Most of the individual success | 
stories have been recited at length. | 

The success of A Century of Prog: | 
ress indicated that such expositions 

have been given a new lease on life 

by the showmanship injected into in- 
dustrial exhibits. The pageant of 
business romances fascinated the 
millions of visitors and proved again | 
that the progress of industry consti- | 
tutes one of the most thrilling pas- | 
sages in the history of the country. 

and one which commands universal | 
interest. 
The status of NRA, which for a} 
|time exercised a definite effect on) 
advertising through codes and other- 
wise, is in doubt as 1934 closes. Its | 
relation to business will be clarified | 
early in 1935 


BETTER GOODS, 
BIGGER VALUES 
OFFERED IN °34 


Advertisers Study Needs af 
Consumers 


Chicago, Dec. 27—With the pub- 
lic manifesting keen interest in 
new products and improvements in 


old products, advertisers devoted 
much of their energy in 1934 to 
perfecting improvements which 


would give them new stories to tell. 
Equally outstanding was the trend 
toward expansion by adding en- 
tirely new products, usually bear- 
ing a family resemblance to the 
old. 

Kelvinator Corporation, for in- 
stance, which has scored in the 
electric refrigerator field, brought 
out an air conditioner in 1934, while 
the Chrysler Corporation, one of 
the giants of the automobile indus- 
try, also entered the new and prom- 
ising air-conditioning field. Norge 
Corporation, another’ refrigerator 
maker, invaded the oil burner field. 

Procter & Gamble Company, lead- 
er in the soap industry, made plans 
to extend its sway with a new shav- 
ing cream, bearing the noted Ivory 
name. More will be heard from 
this new product in 1935, it is in- 
dicated. 

The mouth-wash_ business _at- 
tracted the attention of the Wild- 
root Company early in the year and 
it began marketing of a powder 
which enables the user to make his 


own antiseptic at ten cents a pint. 


No summary of developments of | == 


The Western Corporation § im- 
proved its tooth paste and adver- 
tised the new Dr. West product as 
“double-quick.” The service field 
was not exempt from the general 
search for new duties to take over 


and the General Diaper Service 
Corporation was formed in New 
York to make life easier for 
mothers. 


Dairies took the hint and _ initia- 
ted tuberculin tests which made in- 
teresting advertising copy. Later in 
the year, the treatment of milk to 
invest it with one or more impor- 
tant vitamins gave consumers some- 
thing new to marvel at. Both fresh 
and canned milk companies adopt- 
ed this improvement. 

Standard Sanitary Mfg. Company 
startled esthetes with a new kind 
of bath tub making for safety, 
health and comfort. Goodyear Tire 
& Rubber Company brought out its 
G-3 tire, promising “43 per cent 
more non-skid mileage at no extra 
cost.” 

National 


Duo-Type Distributors 


| believed that even such a familiar 


utensil as a toothbrush is suscep- 
tible to improvement and it devel- 
oped a T-shaped brush with bristles 


PRINTING 


YOU PAY 


at te i 
@ Whether you realize it or net, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don't get it... You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn'tbring the desired results 
... You pay in many other ways 
not includedintheinvoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY... Years of experience 
serving important advertising 
agencies and commercial con- 
cerns are at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
you. Telephone Wabash 7820 
for some interesting samples. 
Exceptionally well fitted to submit ideas, 


write copy. prepare sketches and draw- 
ings—through every step of production. 


FEAT HERWEK 4T TWBEDS FOR SPRING 


x6 won fink Cae od Girt Pram Lanter & 
we 


This reduced 
advertisement 
for Martha 
Weathered 
was prepared 
by the Faithorn 
Corporation. 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 
504 Sherman St., Chicago « Wab. 7820 
IR. 
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at both ends, one being designed F b4 f Young & Rubicam. This was the saw many efforts to capture atte : a 
ah) b é n- . og 
especially for reaching inner sur- orm a t ton Oo \first time that advertising agency ail 


faces. 

Furniture manufacturers, sensing 
a renaissance in their’ sphere, 
tempted the public with many im- 
provements. They built radio sets 
into many kinds of furniture, in- 
cluding beds. Extra drawers in un- 
expected places answered the plea 
of the apartment dweller for more 
space. Juvenile patrons were in- 
trigued with Mickey Mouse designs. 
Lamps were made in many unusual 
shapes. The end of prohibition 
gave furniture manufacturers an 
opportunity to use their ingenuity 
in the production of cocktail tables 


TVA High Spot 
Of Past Year 


Chicago, Dec. 27.—One of the rev- 
olutionary developments of 1934 was 
the announced plan of the govern- 
ment to develop merchandising of 
electrical equipment and _ allied 
products under authority of the 
Tennessee Valley Authority. While 
the avowed purpose was not to cre- 
ate a government monopoly, some 
manufacturers affected by the TVA 


services were retained by any gov- 
lernment agency to conduct a long- 
term program. 

The EHFA plan provided for test- 
ing electrical appliances and placing 
an emblem of approval upon those 
meeting established specifications. 
The official pronouncement explained 
that the program favors no particu- 
lar manufacturer. On the contrary, 
any who can meet provisions as to 
quality and price may participate. 
Furthermore, the plan was to utilize 
existing channels in the distribution 
of electric appliances. 


BLEED BORDERS 
MADE COMEBACK 
IN THIRTY-FOUR 


Contests, Comics, Swatches 
Also Popular 


tion by effects which at times 
reached the bizarre. In their search 


| 
'for the unusual, advertisers were 


given sterling support by mediums 
in all fields. 

Possibly the most popular inno- 
vation was the use of bleed pages, 
a device which had been available 
for many years, but which had 
been sparingly used. Magazines 
were the first to make bleed pages 
available, and many added new and 
costly equipment in 1934 when it 
became evident that the demand 
for such advertisements was some- 
thing more than a passing fad 


ot 


expressed deep concern. Some regular dealers, however, Chicago, Dec. 27.—While  pre-| Trade and technical journals also 
- per , The Electric Home and Farm Au-| objected to the profit margins estab-| testing of copy continued in 1934/ carried a large volume of bleed 
yeverage compartments felt the in- thority, subsidiary of the TVA,|lished for the $75 refrigerators and|in an effort to remove speculation | border advertising. 


fluence and were made features of : ; : - : 
= placed advertising in the hands of | ranges. from costly campaigns, the year (Continued on Paac 
occasional tables and other pieces. | 5 . | Continued on Page 14, Col. 1 


and accessories such as beer carts; 


~~. = = ——————— 


Many Reduce Prices 


New low prices were another 
form of temptation practiced by 
many manufacturers. The automo- 
bile industry continued to broaden 
the market by reducing price min- 
imums. General Electric Com- 
pany, among others, developed re- 
frigerators and electric ranges to 
sell at remarkably low prices. 

Cluett, Peabody & Co., made its 
shirts more interesting by offering 
a personalizing service, by which 
the user can have his initials af- 
fixed to each shirt. One such serv- 
ice is free, another costs a small 
sum. 

The shirt field also received 
study by the New Era Shirt Com- 
pany, which developed a shirt with 
adjustable collars. 

A typewriter different from oth- 
ers both in appearance and opera- 
tion was announced by Royal Type- 
writer Company. Collins & Aikman 
Corporation, manufacturer of fabric 
for furniture, removed another haz- 
ard from the housewife’s life by 
bonding furniture made from its 
cloth against moth damage. 

Pepsodent Company, successful 
drug manufacturer, got a foothold 
in the food field with Kwik-Set, a 
pectin powder. ‘‘Knee action” was 
not confined to the automotive field, 
Schick Dry Shaver, Inc., announc- 
ing a razor with this new flexibility. 


Improved Products Help 


Premier-Pabst Sales Company, 
sponsor of Blue Ribbon malt and 
beer, added ale to its family group. 


It beats around no bushes. 


Midas Camera-Projectors Corpora- ' 
tion began marketing of a combined ' 
motion picture camera and projec- ° | 
tor. Libbey-Owens-Ford reduced It disturbs complacent folk and shocks the ' 
prices on safety glass to make this | 
protection available to every car squeamish who like their facts well varnished. = 
owner. Standard Brands, Inc., , 
brought out a new kind of Fleisch- i 
mann’s yeast containing four vita- ' 
mins. Frosted Food Sales Corpora- But there are, fortunately, a certain number 
tion was able to get started after \ 
long efforts because the price of the of people who want and need all the news, ' 
necessary refrigeration equipment 


was reduced to new low levels. 

Delaware, Lackawanna & West- 
ern Coal Company reached more 
consumers with Blue coal by bag- 
ging it for sale through grocery and 
hardware’ stores, among _ others. 
Bauer & Black, hitherto noted for 
surgical dressings, entered the toilet ' 
goods field with Velure rapid lotion. rae 

Man-made materials opened up Half a million of them. 
entirely new fields, it was indicated 
F at an exhibition of such lines in 
New York in April. While fabrics 


curt, clear, complete, without windy rhetoric. 


Blunt TIME keeps them informed, 


constitute a large part of these new The eens value of TIME's bluntness is recog- 
materials, plastics were also shown ‘ | 
j to be important. nized by a surprising number of advertisers. j 
} The industrial designer gave yeo- 
man aid to the marketer in 1934. j 


The former's handiwork was in evi- 
dence on Quiet May oil burners, 
Norge refrigerators, Todd Protecto- 
graphs, Coca-Cola dispensers, Car- ; 
ter’s inks, Great Atlantic & Pacific ‘ 
containers and many other prod- ' 

' 


ucts. 

At a Chicago exhibition, awards | 
were made for designs for an elec- T | M E I 
tric iron for the Chicago Electric he Welty Ninssiagueiae j 
Mfg. Company: wallpaper for Henry ' 
Bosch Company: overcoat tweed for 
Alfred Decker & Cohn; and many f 
others. 

} 
| 
i 


Also recognized: the low cost of The Weekly 


Newsmagazine. 


Raises National Rate 
On the basis of additional circula- 
tion now being furnished, the Boston 
Daily Record has issued a new rate 
card, with a national rate of 45 cents 
a line, as against the previous rate 
of 40 cents, effective Jan. 1. 
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Adtertising Regulation Should 
Begin at Home 


The 
America 


Advertising Federation = of 
statement on 
the subject of regulation of advertis- 
ing in which the initial responsibil- 
ity for control of 


has issued a 


objectionable copy 


is placed on the shoulders of pub- 
lishers and other owners of adver- 
tising mediums. 

“It is our belief,” said the Federa- 


tion, following a recent meeting of 
its board of directors, “that the own- 
ers and proprietors of every type of 
medium should, where 
necessary, tighten their own regula- 
tions governing acceptance of adver- 
tising copy, and that herein lies our 
best means of control.” 

We believe that the A. F. A. is 
correct in assuming that the 
controlling questionable 
advertising is through the 
of mediums. In addition, it might 
also be pointed that effective 
regulation through groups” of 
diums in the promises 
better results than regulation left to 
individual action. Many publica- 
tions, for example, are already weed- 
ing which is accepted by 
others, because the latter either lack 
the facilities or the 
vestigate all 
tising copy. 

No field is exclusively 
by mediums of the highest standing, 


advertising 


best 
means of 


owners 


out 
me- 


same fields 


out copy 
initiative to in- 


Claims made in adver- 


controlled 


unfortunately, and no real progress, 
as far as the file 
be made without group 
not difficult, 
establishing 


rank and are con- 


cerned, can 
action, This is 
the 


taining 


since 
cost of and main- 
checking both 
products and claims would be slight 


facilities for 


if spread among all mediums 


7: A. 2. &, 


business 


reported that 
executives 


many 
are strongly in 
self-regulation of 
and of supporting 
methods 


favor of 
ing 
whose 
mand 


advertis- 
advertisers 
such as to 


Executives 


are com- 
gen- 
to extending govern- 
ment regulation and control of busi- 
but they that if 
business fails to act effectively, gov- 
ernment is likely to step in and ap- 
ply 
tical 


respect. are 


erally opposed 
also 


ness, realize 


Thus it is a 
problem — of 
promote acceptance of the idea that 
self-regulation 
talked 
lishers must 


the clamps. prac- 


udvertisers to 


should 
but practiced. 
now take the initiative, 
AGE 
providing 


not only be 


about, 
as urged by ADVERTISING for 
than a 
for control, 
the plan. of 
advertising 


more year, in 
means 
Once 


checking ques- 


tionable through a 
in- 
each 


copy 


central bureau, as a means. of 


forming all medium owners in 
field the 
the advertising, is 


practice, 


regarding acceptability of 


put actual 


pro 


into 


advertising can then 
ceed to two highly important 


ties: 


activi 
one, the defense of advertising 
against and 
strictions through 
islation of the type of the Tugwell 
bill, and the the education of 
the public to the unquestioned sery- 
ice which advertising supplies to the 
whole community through the 
semination of information regarding 


extreme hampering re- 


enactment of leg- 


other 


dis- 


worthy products and services. 
But these efforts cannot be made 
with full assurance of success until 


through 
Withdraws from the vulnerable posi- 
tion in which it finds itself. 


advertising, self-regulation, 


how 


The Printing and Paper Codes 


The NRA has called a meeting for 
January % in Washington to discuss 
the 


those 


codes, with special 
containing 
As 


interested in 


reference to 
price-fixing  provi- 
advertisers 
the 
because 


sions. buyers, are 
keenly 
printing 


tries 


and 
indus- 


paper 
both 
working under 
provisions which definitely 
to the consumer. 


codes, 


are now code 


fix prices 


The NRA has made it clear in 
unofficial statements that it intends 
to eliminate price-fixing provisions 


in all codes except those 


with the exploitation of 


dealing 
natural re- 
sources, where control of production 
and prices may be justified by expe 
rience 


Consequently advertisers 


have some reason to expect relief in 


the form of elimination of provisions 


of this character from the printing 
and paper codes. 
As has been previously indicated 


in discussions of this question in 
ADVERTISING AGE, there are not 
members of the industries 
who believe that it 
to endeavor to 
an artificial 


a few 
affected 
mistake 
prices under 


was a 
freeze 
code arrangement. Cer- 
tainly encouraging increased volume 
of business should the 
chief objective of both paper manu 
facturers and printers. Advertisers 
with limited appropriations, severely 
budgeted for activities, 
would hardly have reduced their ex- 
penditures, but would have increased 
their that neither 
hor employment would have suffered. 

We feel confident that the elimina 
tion of price-fixing in the graphic 
arts and paper manufacturing indus- 
tries will be 


have been 


specifie 


volume, so sales 


followed by 
that the 
benefit of 


increased 
and 
the 

workers and consumers 


business, change will 


be for employers, 


5 Cents a Copy, $1 a Year | 


Pub- | 


SHOULD AULD ACQUAINTANCE BE FORGOT? 


"Didn't | meet you last 


Praise for Hoover 
To the Editor: The would-be 
“smart crack’? on Page 1, column 1, 
{of Apverrisinc Acre for Dee, 15, about 
Frank Surface having been a_pro- 
tege of the Palo Alto, 
prompts me to say to your Copy Cub 
that I know Dr. Surface, also the 
distinguished gentleman from Palo 
Alto, and I know that neither Frank 
| Surface nor any other man who had 
| Herbert Hoover for his “chief” will 
}deny him, or be other than proud to 

lhave been associated with him. 


suge of 


Ray M. Hupson, 
| tateatwta’ Executive, New England 
Council, Boston, Mass. 
vey, 
Subscriber Tells of 


Easy-to-Open Package 
To the Editor: In the 


Proofs column of your Dee. 15 issue, 


vou say: 

“Wouldn't it cause a lot of commo- 
tion if one of the geniuses of pack 
age design came along and 


‘This package not only has shelf ap- 
peal, but can be opened by the frail- 
est housewife without the aid of 
hatchet, hammer or cold chisel?’ ” 
You evidently have not had the 
pleasure of examining the new ‘Peel 


Pail” for factory packaging of ice 
cream. We are enclosing a_ folder 


describing this 
package, and on examination vou 
will find that the ‘Peel Pail’ fills 
Copy Cub’s” specifications exactly 
but our claims are not quite so blunt. 
Our slogan is, “As 
peeling a banana,” 
that. 

At least the cream industry 
has available a package which gives 
careful consideration to the 
venience of 

This 


new sales producing 


easy TO open as 


and we mean just 
ice 


con- 
the consumer. 


new package was introduced 
about 13 months ago and we have 
heen swamped with orders through- 


out the past season, and at the Cleve- 
land Tee Cream Exposition in Octo- 
ber the writer was told by a number 
of manufacturers that the use of this 
hew package had decidedly increased 
their sales 

Careful examination of the folder 
will show that in designing this new 
nackage we also took into considera- 
tion the cream manufacturers’ 


ice 


Rough | 


said, | 


JUHMSUN 
PHOTO Aid 
SERVICE 


b] 


| 


Chicago Herald ¢> Examiner. 


winter in a Florida ad?" 


Voice of the Advertiser 


packaging troubles and have killed 
two birds with one stone—produced 
a package that not only speeds up 
production, thereby reducing costs in 
the packaging plant, but also on ac- 
count of the easy opening feature 
produces increased sales, the last 


being due entirely to its convenience | 


uppeal to the consumer. 


J. P. SHEARER, 
Advertising Manager, Bloomer Bros. 
Company, Newark, N. Y. 


v - v 
Advertising to 
Promote Safety 
To the Editor: Recently I had the 
opportunity of reading the editorial 
on Page 10 of your Dee. 15 issue, 
) entitled, “Automotive Advertisers 
}Can Perform This Publie Service.” 
| Naturally, I was very much _ inter- 
ested in your comment as it is very 


}much along the line of some things 
Which we have been trying to advo- 
cate. 


Perhaps you have already seen a 
copy of a talk which I made some 
;months ago before the Eastern Con- 
j|ference of Motor Vehicle Adminis- 
|trators, in which I urged that the 
lstates themselves do some advertis- 
ing on the subject of the safe use 
ot the streets and highways. I am, 
however, enclosing a copy of this 
talk, in the event that it has not 
come to your attention. 
| While on this line of advertising 


street and highway safety, the Com- 
missioner of Motor Vehicles of this 
state in his biennial report for the 
fiscal period of July 1, 1932, to June 


530, 1934, includes a recommendation 
for the appropriation of a sum fer 
motor vehicle administration that 


should be spent in promotion 
by newspaper advertising, billbcards 
and motion pieture exhibits as well 
additional highway signs, ete. 
The Department gives as its opinion 
that it is only fair to motorists that 
;an appropriation of $25,000 a 
should be provided 
along the lines 
something which 
be of interest to 


saltety 


jas 


year 
for a program 
indicated. This is 
undoubtedly will 
vou 


G. D. 
News Bureau, 
Travelers Insurance 
Hartford, Conn. 


NEWTON, 
The 
Company, 


Supervisor, 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


About “The 
(Eye vs. Ear). 


No. 690. The Truth 
Harvard Findings” 
Some studies of auditory and vis- 

ual impressions were recently com 

pleted by Harvard University scien 
tists, and received widespread notic: 
in the press under such headings as 

“Printed Word Held Better’ than 

Radio,” says the preface to a Colum- 

bia Broadcasting System booklet 

which declares that the ‘actual find- 
ings insofar as they apply to 

practical advertising problems, tell a 


very different and far more signifi- 
cant story.” 
No. 640. Introducing—A Smashing, 


Hard-Hitting Crew of Salesmen. 
An exceptionally attractive over- 
size brochure published by the Comic 
Weekly. Through the mouths of some 
of its characters, the brochure tells 
the story of reader reactions, results 
for advertisers, etc., and also reveals 
the ‘private lives’ of the comic 
characters that make up the Comic 
Weekly family. 


No. 628. 
ties. 

| A feature of this volume published 
/by National Home Monthly is a series 
| of maps of leading cities in Canada, 
' divided into vari-colored areas which 
portray the best, second best, etc., 
| purchasing sections. Condensed mar- 
/ket data on each of these cities ac- 
companies the map. 


Select Market Opportuni- 


| No. 668. Packaging in the Food In- 
| dustries. 

| This brochure illustrates how a new 
| package is a compromise by three 
|executive groups, administration, pro- 
duction and sales and shows how 
|these three groups may be reached 
ithrough Food Industries, which reg- 
ularly reports packaging news. 


No. 677. 1934 Distribution of True 
Story Circulation, 

The advertiser should find this 
| breakdown informative and valuable 
| Based on total distribution for the 
February, 1934, issue, statistics are 


given for True Story circulation in 
cities and towns alphabetically by 
states, in 93 largest cities, etc. The 
| booklet also shows distribution of 
| leading women’s magazines by city 
|size groups. 


| 
|No. 681. Two Years - 
| sines in One. 


Three Magu- 


McCall's “Three Magazines in One” 
makeup was introduced two years 
ago. This portfolio describes adver- 
tisers’ and readers’ reaction to the 
innovation, furnishes statistics on ad- 


vertising lineage, newsstand sales, 
requests for editorial service ma- 
terial, ete., and reveals results of 
surveys of reader interest in edi 


torial features. 


No. 646. Route List of Portland Re- 
tail Druggists. 


The Portland Oregonian has just 
issued a new and complete route list 
of retail druggists in Portland, Ore., 
which should prove of value to na- 
tional advertisers and agencies desir- 
ing to contact this group of Portland 
retailers, 


No. 619. Fortieth Anniversary Folde) 
R. C. Maxwell Company, outdoor 
organization, celebrated its fortieth 
anniversary by issuing this hand- 
some folder telling of the function 
of outdoor advertising. The illustra- 
tions, lavish with color, are distin- 
guished enough to make the 12-page 
presentation worth saving. 


634. Two Hundred Thousand 

Fingerprints. 

A booklet giving the results of an 
examination by fingerprint experts of 
532 copies of Time taken from sub- 
scribers’ homes. Presents the story 
of ‘“cover-to-cover readership” in 


No. 


unique and convincing fashion. 
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December 29, 1934 ADVERTISING AGE 11 : 2 aS 
New Airstream ig 


Chrysler Copy = 


to Be Launched Zn 24. h ¥y yA (1 0-%) 2 | 


Detroit, Mich., Dec. 27.—With the 


statement that it has not been ne- =e Ss 
cessary to make any revolutionary . % ys y A “4 a 
changes in the fundamentals of the -|~ 4 
Airflow car which was introduced 

just a year ago, the Airflow being a 

in itself revolutionary, Chrysler Cor- v ¥ 
poration will launch a magazine and ; 
newspaper campaign to introduce 
the company’s 1935 models of the 
Airflow and its new companion, the 


pirating The formula for a useful, practical business paper may not 


The campaign will get under way be as mathematically definite as that. But into it must go 
the first week in January in the E e i 
automobile show issues of Collier's, all the elements and ingredients necessary if the paper is to 
The New Yorker, Saturday Evening . ° ° ee 
Post and Time. Besides these the genuinely serve its field and be a productive advertising 


company will use newspapers to 
bear the brunt of the announce- 
ment job during the show weeks. 
Like the DeSoto campaign, the 
company’s advertising efforts will 
he designed to carry out the com- Speaking of the ingredients in Hospital Management, its 
pany'’s primary objective, that of 
broadening public acceptance of the 


\irflow design. The greatest stress Mi | 
will continue to be placed upon i arke nfs a & 


medium. 


sensi ae casa: sinihs: camer ane is the seven thousand hospitals of the country, where one 

of the improved engineering ad- H ° + 

See ner ae ene person in eighteen spends an average of two weeks of his 

ated into the car this year, time every year; where the annual expenditure for the care 
With the exception of a_ slight J 

intinh th ie bia tee i ae of patients amounts to more than a billion dollars a year. 


pearance of the car remains the 

same. Instead of the hood’s having _ e 
ifor i ir ‘OW o front 

uniform width from cowl to fron Kditor =a ses = = s 

as in the 1934 cars, a new curved 


center-section terminating in a 


is the dean of hospital magazine editors, Matthew O. Foley 


pointed radiator has been adopted —a man whose intimate knowledge of the field, wide ac. 

giving the car an appearance of , ; ; 

greater length. quaintance, and contributions to hospital improvements have 
The new Airstream cars are of- ; : ie 

fered in both the “Six” and the given an unparalleled stature in his line. 

“Bight” at base prices of $745 and 

$935 respectively. Base prices of 


a | 
the Airflow are quoted at $1,395 for q aD ge (en ts = = 


the “Kight” and $1,675 for the “Im- 


saetea are aimed at the administrative executives of the hospital— 


Ae eummancemient Soak, Stent superintendents, dietitians, supervisors of nurses—who are 
that used last year, dealing with the 
company’s merchandising and ad- | responsible for a list of purchases more varied than the 
vertising plans will be sent out to | ; a 
the dealers shortly in preparation | household list for a million and a half persons. 


for the announcement drive. 

—saikiis | Acceptance= = 
225 Dealers 4 is proved by its 79.6 renewal percentage, 2400 annual re- 
in Coal Back | quests for promotional literature of advertisers mentioned 


e ° ° . . . 
Boston Drive in its columns, requests for back issues for binding purposes 
seeiaehies and the flood of letters to the editor following each issue. 
4 3oston, Mass., Dec. 27.—Featur- - _ 
7 ing a “Coal-O-Graph” limerick con- q Vv 6 - Sia 
iy : ee 7s Pe —— ee 
4 test, a cooperative coal campaign to aD erage i 4 a 
. g "Q1 > e . 7 - + eK 3 ri 
pas oe a ee of the primary hospital market—institutions on the "Ap- ae ae 
is being run in the Boston Pos V faces : 
; dealers in Massachusetts, Maine, proved List'' of the American College of Surgeons — has 
- New Hampshire, and Rhode Island. ee s : , 
4 Participants in the contest can been steadily increased during the last four difficult years— 
¥ 
* be only coal users, and a coal dealer : . Sys a 
from the list of advertisers must be from 279,92 beds in 1930 to 359,242 in 1934, or 28.6 /o! ‘ i 
mentioned by the entrant on the eg 
entry blank, under “my coal dealer.” ie 
The limericks are based on coal- - ak 
~— mig the fifth line to be filled Ni ake ag » = mm wm is such that every advertiser has his message so placed that 
: in by the entrant. ; x : i a es 
The dealer mention requirement readers will see it. We assert this is a matter of importance ~~ 
gives the dealer leads from logical “f i : : : Fe 
prospects only, within his territory. if an advertisement is to be effective from standpoints other aS 
Judges of the prize awards are made H a 
up each week from Boston advertis- than the moral effect on dealers. Fr 
ing agency men. Two thousand dol- ; S 
lars in cash and merchandise com- » 
e prise the prizes. ir . 4 
‘ OP Ror i Page _ to eel — Ou «f 8 ty —_— = = lis attested by the fact that it is the only paper in the field a 
t iursday for 24 weeks. Each ad- . : ; ae 
BS —s-vertisement lists some 225 dealers, which is a member of both the Associated Business Papers, | 
who pay in proportion to their total " P . i 
teanaes Wankeess acoetdine to fic: Inc., and the Audit Bureau of Circulations. 4 
ures issued by the dealers asso- | Pipes 
ciation. ; ) 2 
Names of dealers also handling : 
the Electric Furnace-Man are 9 ° ‘ ‘ ; 
ar; aa Gee a That’s why no hospital schedule should omit 
campaign to compete against auto- ! 4 
matic oil and gas heat. tz 
i Seeaieiesectnt . i a 
Name Byron-Weil-Weston HOSPITAL MANAGEMENT ‘a 
Albert M. Greenfield & Co., Phila- ie 
delphia, real estate, have appointed ; 
Byron-Weil-Weston, Inc., of that city, rn, 
to direct the advertising of the main a 2, ‘ eae 
office in Philadelphia. 537 So. Dearborn St. 330 West 42nd Street 
. i 
Elworthy to East Chicago New York 
Forbes’ Magazine has transferred i 
A. B. Elworthy from Chicago to New 
York headquarters. 
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As the fifth year of its service to the ad- 
vertising field draws to a close, ADVERTISING 
AGE wants to express its thanks to its read- 
ers and advertisers for the enthusiastic re- 
ception which it has been accorded. 

Since January 11, 1930, when the publica- 
tion was established, each year has recorded 
an expansion of service indicated by an in- 
creased number of editorial pages, increased 
circulation and an increased volume of ad- 


vertising. 


The number of pages printed in 1930 was 


636; in 1931 the figure moved up to 736; 
in 1932 it reached 774; in 1933 it leaped to 
1,072; in 1934 it sky-rocketed to 1,750! 


Readers have come to ADVERTISING AGE 


“ 
at 


llety 
Ws 


\ 
AN 
23 


fy 
ta 


4, 
\ 


inh 
NK 


in rapidly increasing numbers. Starting at 
scratch in 1930, net paid circulation now 
approximates 9,500, with a weekly edition 
of 12,000 copies. 

During the last year an increase of more 
than 40 per cent in advertising volume as 
compared with 1933 has been registered. 
Those who have space or service to sell to 
advertisers have learned by experience that 
they reach a responsive market through 
ADVERTISING AGE. 

At the same time the staff of ADVERTISING 
AcE has been enlarged to meet the expand- 
ing needs of the field, so that today it is 
fully equipped to render even more com- 


plete service in reporting significant devel- 


opments in advertising throughout — the 


country. 

During 1935 the keen appreciation with 
which the advertising field has rewarded 
the efforts of ApverTisiNnG AGE will continue 
to be merited. Even more editors and cor- 
respondents will be on the job at any and 
every point in the country where news con- 
cerning advertising originates. 

A continued increase in circulation and 
advertising is anticipated; and to those who 
have made such substantial use of its col- 
ums in the past, or contemplate such use in 
the future, ADVERTISING AGE promises an 


even larger measure of value in 1935. 
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BLEED BORDERS 
MADE COMEBACK 
IN THIRTY-FOUR 


(Continued from Page 9, Col. 5) 


Newspapers have experimented 
with bleed pages with such success 
that it seems likely that a large 
number of advertisements of this 
nature will appear in 1935. Outdoor 
advertising ran a few bleed-border 
posters as an experiment, but has 
banned this type of advertising for 
the future. 

The use of 
samples of 
by a St. 


swatches actual 
fabrics—-was tried out 
Louis department store in 


a newspaper of that city and the 
plan spread to other cities. The 
Post Office Department, however, 


has frowned on this plan and it has 
been used only in isolated cases. 
Space of irregular shape—previ- 
ously used by Heinz—was employed 
by the Associated Oil Company of 


California in a coast newspaper 
campaign. The initial advertise- 
ment in the series utilized seven 


columns, three being used in such a 
way as to create a stairway effect. 


Negative copy pulled well for the 


Provident Mutual Life Insurance 
Company, of Philadelphia. Origin- 
ally used six years ago, the nega- 
tive appeal appeared this year in 
150 newspapers with the same 
favorable results which attended 
its initial test. The copy appealed 
to readers not to clip the coupon 
“if you are over 55!” The implied 
challenge is regarded as the basis 


for the pulling power. 

“Cosmetic skin,” a phrase em- 
ployed by Lever Brothers in a cam 
paign for Lux toilet soap, aroused 
protests from manufacturers of cos- 
metics and_ stirred up discussion 
reminiscent of the famous cam- 


paign of Lucky Strikes: “Reach 
for a Lucky ne 

The Wm. Wrigley, Jr., Company 
established a new record for con- 
tinuity during the year, when it 


renewed newspaper contracts’ for 
small copy on the comic pages. The 
plan was initiated Sept. 6, 1932. 
The popularity of so-called “comic 
strips” held up well during 1934. 
This type of copy retained its hold 
so well that it began to put on airs 
and compete with the old favorites 
in the colored comic — sections, 
though a considerable volume con- 
tinued to appear in run of paper 
positions. 
Contests 
as of yore, 
in the 


also numerous 
the prizes being so great 
aggregate that have 


were as 


clubs 


been formed by professional prize- 
seekers. Procter & Gamble gave 
away ten Plymouth cars in a con- 
test for Ivory Soap, and later in 
the year gave a life annuity of 


$1,000 for the best letters on 
Camay. 

According to one analyst, the 
best and most successful contest is 


that which offers a group of money 


prizes for the best answer to an 
interesting, simple question which 
has a direct personal bearing on 


the consumer's own experience with 
the sponsor’s product. 

Playing the lead on a 
program was the prize 
Campbell Soup Company. Pro-Phy- 
Lac-Tic Brush Company gave read- 
ers the chance to mate movie stars, 
giving 20 $375 radios as_ prizes. 
Fisher Body Corporation conducted 
its annual contest under the name 
of the craftsmen’s guild, scholar- 
ships aggregating $51,000 being 
awarded, Cudahy Packing Com- 
pany gave $3,150 in cash for the 
best letters on “Why I prefer to 
Use Old Dutch.” 

Sears, Roebuck & Co. 
$40,000 in a contest 
photographs. It got 
tures. Thus ran a few of the nu- 
merous 1934 contests. 

Sampling seemed to 
own, Wrigley mailing of 
pieces of gum being one 
ing example. 


new radio 
offered by 


awarded 
involving baby 
114,000  pic- 


hold its 
30,000,000 
outstand- 


CONTINENTAL 
Seleets CONTINENTAL 


The Continental Baking Company, Inc., 
makers of WONDER BREAD and 
HOSTESS CAKE, selected us to produce 
these five posters used during 1934. 


Consistent repeat business, such as this, 
is another instance of the confidence 
placed in us by many of the largest users 


of outdoor advertising. 


You too, can buy 
economically with the 
same full confidence in, 


our ability to deliver 
quality and service — 
plus speed. 


CUP CAKES | 


“SR, 


These posters 


vere designed by 

Ratten, Barton, 

: Durstine cr Os- 

he rit Ine . Ne AY 

York, for the 

: Continental Bak- 
na Co Ine 

( AT YOUR GROCERS 


CONTINENTAL v 
co 
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TAX ASSESSORS 
LOOK LONGINGLY 


AT ADVERTISING: 


Tugwell Sharpens Ax After 


His 1934 Failure 


—That “eternal 
vigilance is the ‘ae of liberty” 
was convincingly demonstrated in 
934 when the advertising tield was 
kept in a turmoil by 
legislation and taxes. 
ollary to much of the 
islation, the 


Chicago, Dec. 


As a cor- 
proposed leg- 
movement for self-reg 


ulation of advertising was given 
new impetus, though the = exact 


means of accomplishing this is yet 
to be determined. 

The Tugwell bill, which first lifted 
its head to dismay advertisers in 
the latter part of 1933, came to the 
front bright and early in 1934, with 
a new dress conferred on it by Sen 
ator Copeland. The revised meas- 
ure scaled down the autocratic 
powers given to the Secretary o 
Agriculture; made provision — for 


court review of all decisions; estab- 
lished advisory health and _ food 
committees and made broad _ provi- 


sions for the self-regulation of the 
industries concerned. 

Opposition to this measure was 
as relentless as to the original Tug- 


well bill and the measure’ was 
finally killed, with the certainty, 
however, that new legislation will 


be presented at the meeting of Con- 
gress beginning in January, 1955. 

In the District of Columbia the 
larger oil companies which indulge 
in advertising were advised to in. 
crease their gasoline prices one-half 
cent above prices charged by 
advertisers. The same ruling 
made in Wisconsin, being enjoined 
pending a court decision. 


Taxes Suggested 


Legislators who regarded much 
advertising as opposed to the best 
interests of the consumer had com. | 
patriots who saw in it a new source 
of revenue. Senator Huey Long 
jammed a tax on newspaper adver- 
tising through the Louisiana legis- 
lature, but it was never collected, 
an injunction being secured by the 
dailies. 

The St. Louis Board of 
proposed a five per 
forms of 
failed to 


cent tax on all 
advertising. 
become 


operative, though 


many regard it as significant ot 
other efforts to come. 
The state of Maine also took 


steps to augment its revenue by im- 
posing a registration fee of $1 on 
each cosmetic sold within its bor- 
ders. The most arbitrary regula- 
tion, however, was that requiring 
cosmetic 
formulas. 
and sales taxes 
adopted by several states as a con- 
venient means of increasing reve- 
nue. The two per cent occupation 
tax levied in Illinois has been paid 


Occupation were 


by some advertising agencies. The 
majority, however, contend — that 
they are merely agents of their 


clients and not amenable to the tax. 
A court action will probably be re- 
quired to settle the question. 
Grading and labeling in the 
tood field was a live issue 
out 1934, partly as the 
agitation by organizations purport- 
ing to represent consumers, partly 
as the result of defining of grades 


through- 
result of 


by the United States Department of | 


Agriculture. 

While most of the food canners 
assented to grading and labeling in 
principle, application of the idea 
caused great difficulty. The Na- 
tional Canners Association appoint- 
ed a committee to study the ques- 
tion under the terms of the canning 
code, but the report of this commit- 
tee was severely criticised by gov- 
ernment representatives on the 
ground that the proposed descrip- 
tive labeling “failed to meet the 
needs of consumers.” 


proposed new | 


non- | 
| 
Was | 


Aldermen | 


This, too, | 


manufacturers to file their | 


canned | 


FIGHTING A SCOURGE 


wate woman vam" ~ +68 Coe oe 


8 
Pos 
| Plioaee advertisement = which 


Procter & Collier Company, Cin- 

cinnati agency, placed in loca! 

dailies last week to fight the opera- 
tion of "rumor mills." 


CONTAINERS IN 
CIANT STRIDES 
TO HELP SALES 


Chicago, Dec. 27. 
ceived deep study 
in 1934, continuing the trend which 
has been in evidence for several 
years. The work of Montgomery 
Ward & Co. and Sears, Roebuck & 
Co. revealed the two leading schools 
of thought. 

While both of these big adver- 
|tisers adopted the basic policy ot 
transforming a hodge-podge of anti- 
quated packages into attractive dis- 
plays which would promote sales, 
while keeping in step with = store 
| modernization programs, there were 
radical differences in the approach. 

The new Ward packages’ gave 
prominence to the company name, in 
lan effort to capitalize its name and 
‘reputation, Sears subordinated the 
}company name to the brand on the 
|theory that any dissatisfaction with 
la single brand would not’ create 
| doubt as to the quality of other 
| brands carried. 

Canada Dry Ginger Ale reaped a 
harvest from the result of its re- 


Packaging re- 
from advertisers 


| 
| 
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| ADVERTISING FORMS 
MARCH ISSUE of 


RADIO 


NEWS 
The SHORTWAVE 


CLOSE JANUARY 7, 1935 
Send Copy and Cuts to: 

Radio News, 461 8th Ave., 

| New York, N. Y. 


We also take this oppor- 
| tunity of wishing our many 
‘|| friends a Happy and Pros- 


perous New Year. 


Advertising 
Management 
H. D. Crippen & 
W. P. Jeffery 
461 8th Ave 
New York, N. Y. 
Pelephone: 
BRyant 9-3142 


Western Office 
Virgil Malcher 
205 W. Wacker D 
Chicago, Tl. 
Telephone: 
Randolph 7100 


OUR CUSTOMERS 


| STICK 
e PHOTOSTATS - 


RAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York lFor All Branches 


Cleveland: Main 9335 


{State 6013-4 
\State 5980-1 
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packaging program, launched in 
1935. The iridescent rainbow effect 
given the Canada Dry 28-ounce bot- 
tle and its silver foil body label made 
it one of the year’s best sellers. 
Eli Lilly & Co., drug house, also 
made many package changes, find- 
ng standardized containers imprac- 
ticable in its field. 
Suggests Frequent Changes 
Stuart Peabody, of the Borden 
Company, startled some of the ex- 
perts in the packaging field by rec- 
mmending frequent changes in de- 


sign, to conform with trends in 
dress, architecture and art. 
The Great Atlantic & Pacific Tea 


Company won the leading packaging 
award of the vear, the Irwin D. Wolf 
trophy, for the best package devel- 


oped and placed on the market in| 


1933. The Red Circle coffee bag 
which took these honors was de- 
signed by Egmont Arens, of Calkins 
& Holden. 

Holeproof Hosiery Company stimu- 
lated sales with a new line of gift 
boxes—one for each month of the 
vear—with the zodiac and its at- 
tendant monthly jewel supplying the 
color scheme. 

Even the homely milk bottle may 

made more attractive and _ sal- 
able with color, the Borden Com- 
pany proved when it developed a 
colorful new bottle to identify a 
new grade of milk. The red and gold 
motif was built into the bottle. 

Colgate-Palmolive-Peet 
made some interesting packaging 
changes during the year. Some 
competitive items, such as shaving 
cream, produced under both Palm- 
olive and Colgate brands, were given 
identical packages, different color 
schemes being employed, however. 
The purpose is to extend good will 
created by one item to all products 
of this manufacturer. 


be 


Company 


A package adopted by the Gen- 


eral Petroleum Corporation had the 
mission of preventing bootlegging. 


The only way the oil can be drawn 
from the container is to use a spe- 
provided 
is 


cial Mobiloil quart bottle 
with a patent lock spout which 
hermetically sealed to the bottle. 


HEATING 
Leads All Other Loans 
Under the New 


FEDERAL HOUSING ACT 


Recent Washington figures on the Federal 
Housing Act show 17.71 per cent of all 
loans go for the modernizing and remedel- 
ing of heating systems. Out of 5,628 jobs. 
997 covered heating. 


Whether or not you obtain your share of 
this business depends on two things; keep- 
ing your present dealers on their toes, and 
having proper access to desirable, potential 
dealers. The most economical way to ac- 
complish this is by placing your story in 


AUTOMATIC HEAT 
and AIR CONDITIONING 


The only paper tn this industry reaching 
all classes of dealers 


AUTOMATIC HEAT and AIR CONDITIONING 


1900 Prairie Avenue Chicago, Illinois 
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RAY SCHOOLS, Dept. Y 
116 S.MICH.AVE..CHICAGO 


RADIO REPORTS 
BIGGEST YEAR: 
RIVALRY KEEN 


Chicago, Dec. 27.—New standards 
of radio advertising were established 
in 1934 as leading radio advertisers 
‘endeavored to make this new me- 
‘dium do a more effective sales job 
than ever before. The super-program 
|made its bow during the year, shat- 
|tering all existing records both as to 
|quantity and quality. The Ford Mo- 
|tor Company, for instance, sponsored 
the world series, this being the first 
time the big baseball games were 
broadcast under a commercial ban- 
ner. 

Because of the tremendous sums 
being invested in radio broadcasting, 
demand for more accurate coverage 
data was intensified during the year. 
As a result, the National Association 
of Broadcasters committed itself to 
the proposition of securing audited 
figures. This project, however, is 
still in the embryo stage. 

The National Broadcasting Com- 
pany made transcriptions available 
early in the year to local and sec- 
tional advertisers. 

General Petroleum Corporation 
made the longest broadcast of the 
year last March, when it presented 
a 13-hour program over a Pacific 
coast network. The broadcast was 
continuous from 7:30 a. m. to mid- 
night except for one break caused by 
a previously scheduled program. 

B. T. Babbitt, Inc., headlined 11- 
year-old Mary Small on a series of 
broadcasts. 


FTC Studies Broadcasting 


The Federal Trade Commission, 
which regulates all types of advertis- 
ing under the act creating it in the 
interest of fair competition, paid spe- 
cial attention to broadcasting during 
the vear, requiring copies of all con- 
tinuities to be filed with it after July 
1. While it reported that some radio 
advertisers, as well as those in other 
fields, were violating various stand- 
ards. the general level of programs 
was found high. 

Radio Guide’s annual radio voll 
showed Amos ’n’ Andv, Pepsodent 
stars, to lead all teams in popularity. 
Other winners in each class: stars. 
Joe Penner: programs,  Fleisch- 
mann: orchestras. Wayne King. 

Gulf Refining Company launched 
an international broadcast series in 
July. the first coming from Tondon 
Procter & Gamble Companv pre- 
sented the first musical comedy 
series created esnveciallv for radio. 

Efforts to perfect television made 
nrogress in 1934. Horton’ Steel 
Works. Ltd., of Canada, built one 
television transmitter and _ receiver 
which received favorable mention in 
demonstrations in the United States 

A new network, American Broad. 
casting System, hegan onerations jn 
October, with WMCA. New York. 
feeding programs to 20 stations. 

Batten, Barton. Durstine & Oshorn 
made efforts to imnrove standards of 


radio announcing bv offering an an- 


nual award. the first to be made 
early in 1935. 
National Biscuit Company started 


a weekly three-hour program of 
dance music in November. in re- 


snonse to complaints of dancers that 
they were being neglected. The long- 
est spot program was staged by K 
Arakelian, Ine., wine distributor. 
| with six hours over WNEW,. New- 
j ark. 

| Phillips Petroleum Comnanv tested 
jamateur nights on WGN, Chicago, 
|as a welcome change from high tal- 
ent costs. 


Changes Section Size 


The magazine and book section of 
‘he Boston Transcrint. issued as part 
yf the newspaper’s Saturday edition. 
is now being printed in tabloid size. 


New Paper Names Rep 


The newly established Athol, 
Mass., Daily News has selected | 
Powers-Andrews, Inec., New York, as | 
advertising representative. The | 
newspaper has issued a rate card, | 
| with a_rate of three cents_per line. | 


PREVIEW FOR LANSING 


- 


Trias 


Lansing is Pre-Viewing 
the 


NEW OLDSMOBILE 


VOU ARE CORDIALLY INVITED TO ATTEND 


Full-page advertisement in local 
papers which offered Lansing 
folks an opportunity to see the new 


Oldsmobiles first. 


Coast Club Installs 


Arthur Smith, advertising man- 
ager of the Rainier Brewing Com- 


pany, was installed as president of 
the Milline Club, San Francisco, Dec. 
19. J. Kenney, San Francisco Chron- | 
icle, is vice-president, and Walter | 
Purdom, Emil Brisacher & Staff, is 
treasurer. 


Experts Hope 
For a Revised 
Securities Act 


Chicago, Dec. 27.—Financial ad- 
vertising has been effectually stran- 
gled by the securities act, in the 
opinion of Col. Benjamin F. Castle, 
vice-president of the Administrative 
and Research Corporation of New 
York, who was one of the speakers 
at the annual meeting of the Finan- 


cial Advertisers Association in Buf- 
falo in September. 
Col. Castle’s gloomy view is 


shared by many other experts, both 
in and out of the advertising field. 
Col. Leonard §S. Ayres, of Cleveland, 
asserted during the year that busi 
ness cannot come back until it has 
funds available, and getting these 
funds is impossible until marketing 
of securities is made easier. 

Col. Castle gave this summary of 
the situation: 

“You are not reading advertising 
copy today relative to any type of 
security. All you see is ‘the name 
of the security and where a_ pros- 
pectus may be secured.’ This is the 
practical effect of the securities act. 

“From my point of view this is 
harmful to the general run of in- 
vestors. It effectually prevents 


chem from learning of sound secur- 
ities offered by reputable firms in 
good standing. 

“Have you ever 


perused a pros- 


|pectus prepared in conformity with 


the securities act? I hold one here. 
It contains 20 pages of closely typed 
reading matter. The financial state- 
ment and schedules alone require six 
pages. You know and I! know that 
the average investor not only will 
not read this, but wouldn't under- 
stand it if he did. 

“Why should not honest securities 
be honestly advertised in any man- 
ner compatible with truth and the 
ingenuity of advertising counsel?” 


New Dayton Station 
To Show Sponsors’ Goods 


One of the features of the new 
studios of WHIO, Dayton, O., station 
of the Miami Valley Broadcasting 
Corporation affiliated with the Day- 
ton Daily News, will be show win- 
dows in front of the building for the 
display of products of sponsors using 
the station, and pictures of artists 
and broadcasting scenes. 

The new station, formerly WLBW 
of Erie, Pa., will broadcast 181, 
hours a day on 1260 kilocycles, using 
1000 watts power, both day and 
night. The studios will be located 
at 39 S. Ludlow St., Dayton, adjoin- 
ing the News building, and expect to 
be on the air by Feb. 1. Station 
WHIO will be part of the NBC- 


| WEAF red network. 


MAXWELL’S COMPLETE 
OUTDOOR SERVICE 


is an important link in and an exemplary 


part of a thoroughly scientific nation- 


wide medium. In Maxwell’s field of op- 


eration, the circulation of each outdoor 


location is measured and proves its low 


per capita cost. 


AN ABLE MAXWELL 
REPRESENTATIVE 


will present (by appointment), to any 


interested executive and 


to his 


advet- 


tising agency, the specific application of 


Maxwell Outdoor Advertising to any pat- 


ticular sales 


problem. 


O10 bd Pleo) -4 ai | 
The R.C. Maxwell Co.Trenton NS 


ADVERLLSILN 


New address—New York Office—247 Park Avenue 
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December 29, 1934 


How's Business ? 


Don’t make it an idle question. If you really want to know, we can tell you, as far as news- 


paper advertising is concerned. 


If you publish a newspaper, large or small 


We can tell you what advertising is running in other papers and 


not in yours. 


What accounts are running in other cities of your size and not 


in yours. 


What manufacturers are running in other papers in your state and 


not in yours. 


We can tell you what papers and what space each of these 


manufacturers is using. 


We can match your progress with that of the other papers in 
your state ... the progress of your state as a whole with the 


country as whole, or with any other individual state. 


If you are an advertiser, big or little 


We can show you and your agent how your newspaper adver- 
tising stacks up with your competition . . . in the country as a 


whole .. . in any state... in any city... in any newspaper. 


We can tell you and your agent in what cities you and each of 


your competitors are matching advertising dollars. 


We can tell you and your agent what space you and each of 


your competitors are using, in each paper, in each city. 


Are you out-advertising your competitor in each market or is he 


out-advertising you? We can tell you or your agent. 


a * 


| 
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SI aeentenneial = ionetienell 


For every publisher ss hs 


in every city of 10,000 population, we have a service with which 


newspaper advertising can be more intelligently and more success- 


fully sold. 


For every advertiser... 


we have a service through the use of which advertising appropria- 


tions can be more intelligently and more profitably invested. 


We have the only exact answer to the question “How's Business?” 
But the mere answer to How's Business?” is not helpful . . . it may not even be comforting. 
The answer to how it can be improved for the publisher who sells advertising and the manufacturer 


who buys it is more important, and is more often than not found in the reports of Media Records. 


In a recent speech before the Advertising Club of Washington, Mr. Wm. D. Nugent, 
Vice President of Media Records, Inc., outlined a plan by which newspaper executives 


can make newspaper advertising one of the major factors in the entire recovery 
program. 


+. ETA. ' ne 
“pes asthe a 


es" 


To the end that the efforts of newspaper publishers and newspaper executives may 
be coordinated in the development of business through the development of news- 
paper advertising, Mr. Nugent will be glad to meet with any group of publishers— 
national, state or city—to discuss with them the direction of this effort and the 
Media Records facts upon which it is based. 


| MEDIA RECORDS, Inc. 


330 West 42nd Street 
NEW YORK CITY 


400 West Madison St. 174 East Long St. 25 Kearney St. 
Chicago, Ill. Columbus, Ohio San Francisco, Calif. 
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(Continued from Page 1, Col. 3) 
before they were made up. The time 
to avoid shrinkage is when you buy 
your dresses—not when wash 
them.” 

Most of the 
of the devoted up 
to now to merchandising of 
Sanforized-shrunk 
trade papers The reason for the 
broadening of the program to include 
a strong consumer campaign is the 
progress made in obtaining wide- 
spread distribution. 

In 1930, when the process was new, 
about 1,000,000 yards of Sanforized- 
shrunk fabric were sold. Now, there 


you 
company’s promotion 
process has been 
special 
events 


are 49 textile finishing plants in the} 


country which are equipped to San- 
forize-shrink cotton and linen fabrics. 
Their potential capacity is 1,000,000 
yards a year. 

Next year, American women will 
be able to buy any type of cotton 
and linen fabric Sanforized-shrunk, 
including sheer fabrics, ginghams 
and flannelettes. 

Up to now, the advertiser has 
worked on fabrics singly with con- 


ON SANFORIZING 


and to| 


ADVERTISING AGE 


cutter and retailer. Vogue |paign will utilize Delineator, M¢ 


verter, "* 
CONSUMER DRIVE: The New Yorker were employed |Call’s and Pictorial Review, as well 
jand the agency and its client fol-\as the following fashion-pattern 


lewed through to the consumer, books: Butterick’s, McCall's, Pictor- 
ial Review and Vogue. 

For promotion of Sanforized- 
shrunk in the men’s wear field, the 
company will use Esquire, The New 
Yorker and The Saturday 
Post. For children, the 
will be Boys’ Life and Parents’ Mag- 
azine, 

The story of Sanforizing applied to 
work clothing will be presented in 
Capper’s Weekly, 
Locomotive Engineers Jour- 
nal, Pacific Rural Press, Progressive 
Farmer and Successful Farming. 


Tie-Up Copy Increasing 

| The amount of tie-up advertising 
lon the part of the retailer has been 
lincreasing steadily. During the first 
leight months of 1934, Cluett Peabody 
jreceived 27,215 retailer’s advertise- 
iments mentioning Sanforized-shrunk. 
These measured more than 2,000,000 
llines. The number of clippings re 
ceived per month ran from three to 
ifour times that of 1933. 

In the new campaign, magazines 
ihave been grouped to carry separate 
|messages to consumers of Sanforized 
|women’s apparel, men’s garments, 
|piece goods, men's work clothing, 
ichildren’s apparel and _ household American Home and House & 
fabrics. In addition a large group of den are scheduled to relate the house- 


tleman, 


Urge Special Departments 


Gar- 


ltrade papers will be employed in|hold fabrics section of the Sanfor- 
jthese several fields. ized-shrunk story. 
} , . . 

The first copy in the consumer Work will continue among home 


‘campaign on women's apparel will|economics instructors of schools and 
ibe in the Jan. 1 issue of Vogue in|colleges and through the extension 
‘which a four-color page will be op-|departments of colleges to reach 
| posite a half page. This will be fol-/home bureau leaders and county 
‘lowed by two other half pages in|heads. This educational effort in- 
ithat same issue. Other publications | cludes sending out samples of fabrics 


‘in this group are Farmer’s Wife,|and information. 

lGood Housekeeping, Household | Identification tags will be used on 
| Magazine, Ladies’ Home Journal and|much of the merchandise, along with 
1 he New Yorker. labels on items which yield them- 


| 


> | . 
The piece goods phase of the cam-/|selves to this treatment. 


For Distinguished Service To 


DR. TAIT BUTLER 


Agriculture 


DR. TAIT BUTLER, Vice-President and Editor of Progressive Farmer; Dr. 
George F. Warren, internationally known economist of Cornell University; and 
Mrs. Florence Bovett, of Nevada, were recipients of the 1934 award for distin- 
guished service to agriculture, conferred by the American Farm Bureau Federation 
at its annual convention in Nashville, Tenn., December 10 - 12, 1934 


PROGR 


BIRMINGHAM 


250 Park Ave., NEW YORK 


DR. TALL BUTLER, of the Progressive Farmer staff, 
recipient of this honorary award, has served as State 
Veterinarian in Mississippi, Kansas, and North Carolina. 
He was President of the American Veterinary Medica! 
Association, the highest honor in the gift of the veterinary 
profession in North America. He has devoted the past 
twenty-six years to agriculture and agricultural jour- 
nalism. He has served as President of the Association of 
farmers’ Institute Workers, President of the American 
Agricultural Editors’ Association, and twice has been 
President of the Association of Southern Agricultural 
Workers. “A fearless fighter, a courageous leader, a man 
not afraid to speak the truth at any time or place,” said 
l:dward A. O'Neal, President of the American Farm 
Bureau Federation, in conferring the award and present- 
ing Dr. Butler to the Convention. Progressive Farmer 
takes pride in the fact that this honor — the highest at 
the hands of American Agriculture—is bestowed upon an 
officer of the company and a member of its editorial staff 


ESS IVE 


RALEIGH 


FARMER 


MEMPHIS DALLAS 


Edward S. Townsend, SAN FRANCISCO Daily News Bldg., CHICAGO 


The South’s Leading Farm-and-Home Magazine 


Evening | 
magazines | 


The Country Gen-| 


etting Personal 


Stew Peabody’s Christmas card exposed some rather wide chinks 
in the New Deal armor, as did those of Stan Seward and Paul 
Ellison. 


Politics may have turned most everything else topsy-turvy, said 
Ben Lichtenberg, but the good wishes of the Lichtenbergs remained 
on the pre-Rooseveltian standard. 


Another who poked a little good-humored fun at the goings-on in 
Washington was Harry Tipper, who pointed out that the spirit of 
Christmas is one thing, at least, that is not the creation of the brain 
trust. 


A release from Nancy Frazer and Earle Meyer, public relations 
representatives of Amalgamated Builder Uppers, Inc., confirmed the 
rumor that the Federal Cheer Control Bureau (FCCB) was prepared 
to spend fifty trillion dollars, if necessary, to remove the corner be- 
hind which prosperity is sulking. 

Earle Pearson’s greetings, beautifully printed by his son, Dick, on 
a hand press, incorporated the granddaddy of Christmas carols, the 
verses of the old English poet, George Wither. Caslon O. S. No. 41 
and 17th century spelling gave the work a charming character. 

Paul Block’s greetings could be recognized without reading his sig- 
nature. His card was actually a short editorial on the subject of 
Christmas good wishes reproduced in facsimile of his handwriting. 

Sam R. McKelvie wished his friends a Merry Christmas with a 
miniature edition of the Nebraska Farmer. It contained an interest- 
ing account of the rapid development of Nebraska, and among the 
illustrations were some views of the McKelvie ranch, By The Way, 
which made his city friends take time out to dream of the joys of life 
in the country. 

Bill Okie’s card was front-covered with his schooner Northern 
Light in full sail. Bill and Mrs. Okie were pictured on the spread 
striding the quarterdeck of their yacht attired in the kind of nautical 
raiment preferred by the original Lifebuoy trademark. 

Irving Bugg’s card brought to light the fact that Irving’s skill 
with the pen is matched by his son’s talent with the pencil, the spread 
being an amusing cartoon of a pond full of old-fashioned skaters 
drawn by his son. . 


Bert Carter, ye compleat angler, could think of no better way to 
express his Christmas wishes than to picture the fascinating trout 
stream which runs through his Catskills farm. 

C. K. Woodbridge, as has been his custom for many years, repro- 
duced the view from his apartment window on his card. His artistic 
friends are glad he lives on Washington Square. 

Friends of Paul Hollister and G. Lynn Sumner have added to their 
libraries, “Mickey and Minnie at Macy’s,” and “Lincoln and His 
Books,” and these friends should have no difficulty in identifying the 
authors without referring to title pages. The former of the two ar- 
tistically-printed and hard-bound little books is not an advertisement 
for Macy’s but a first-rate children’s story of the kind that adults, too, 
like to read... : 

John Duffy, the photographer and brother of Ben, had his friends 
peering into the interior of a camera to read his message of Christmas 
cheer... 

Another greeting which depended for effect on a tricky illustra- 
tion was that of Bob Hall, whose card pictured the mighty presses of 
the Phoenix, Ariz., Republic and Gazette grinding out his best wishes 
for a happy Yule... 

O. C. Harn used one of his best snow scenes as the illustration for 
his Christmas card. He’s good with a camera. 

Joseph R. Hamlen, manager of the Boston office of Albert Frank- 
Guenther Law, is unusually active in Red Cross affairs. He’s chairman 
of the roll call for metropolitan Boston this year. Judge Robert 
Worth Bingham, publisher of the Louisville Courier-Journal and Times, 
and incidentally ambassador to Great Britain, attended a gathering of 
the carrier boys in Louisville December 24. More than 1,200 turkeys 
were distributed. 

“Tack” Hardwick, former Harvard football star and now witb 
Doremus & Co.’s Boston office, is being mentioned for the coaching 
post at Harvard recently vacated by Eddie Casey. Thad Nichols, 
vice-president of Harold Cabot & Co., Boston agency, is engaged to 
marry Elizabeth Richardson of Brookline. A recent deb, she studied 
at the Cleveland School of Art for two years. 


Bill Jones, art director for Needham, Louis & Brorby, has a new 
daughter, Nancy Lynn. Bill admits that as a work of art she’s just 
about perfect. Elizabeth Miller, formerly McGraw-Hill cashier, 
and Agnes Mulcahey, formerly with Electrical World, have opened a 
lingerie shop on the fifteenth floor of the McGraw-Hill building. 

Will C. Braun, of the Journal A. M. A., enclosed a lucky stone in 
his Christmas card. It’s intended, he said, to keep away the quack, 
the cheat, the charlatan. Bill Donahue, advertising director of 
the Chicago Tribune, has been under the weather for the past couple 
of months, but is about ready to begin hitting the ball again. 

Bruce Barton was the principal speaker at a meeting of leading 
Boston business men to plan the local emergency relief campaign for 
1935. He was aided and abetted by E. W. Preston, publisher of the 
Herald-Traveler. 

Another radio announcer has made the big time in politics. 
Richard D. Grant, of the Yankee Network, is to be chief secretary of 
James M. Curley, governor-elect of Massachusetts. 


French Hold Contest 


Hotel publicity is to be the sub- 
ject of the 1935 contest staged by 
the management of the Fair of Paris. 
It is open to all French artists and 
publicity experts. Each year the fair 


. 
Life Savers Start Series 
“Diane and Her Life Saver,” aj 
new musical comedy program to be | 
|sponsored by Life Savers, Inc., will 
| have its premiere, beginning a twice- | 
a-week series over the coast-to-coast 


y i a Se > , ole ‘ 7 

W ABC -( olumbia network, Jan. 7|/ management holds a poster or pub- 
from 8 to 8:15 p. m., EST. The pro- | jicity contest. Entries in this year’s 
gram will be heard every Monday | ? : 


contest must be in a form suitable 


| ane ve -sdaday ig . eas 
ind Wednesday night. for mailing. 


Mower Firm Appoints 


The Pennsylvania Lawn Mower 
Company of Primos, Pa., has placed 
|its advertising account with Harry 
P. Bridge, Philadelphia. According 
to tentative plans, both general and 
|trade publications will be used dur- 
jing 1935. 


Rubin to Dale & Co. 
Victor Rubin, formerly of the Chi- 
cago Herald & Examiner, and chief 
of the press department of the 
| World’s Fair in Chicago, has joined 
the staff of Dale & Co., Chicago pub- 
licity and promotion organization. 
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ADVERTISING AGE 


SIZE UP 1935 
AS BRIGHT YEAR 
IN ADVERTISING 


Col. 5) 
and, in some lines, a more careful 
analysis and selections of mediums.” 

Willard S&. French, 
Brooke, Smith & French, 
troit: 

“We have no crystal that is guar- 
anteed to show the future as it actu- 
ally will be, but here is what we see 


(Continued from Page 2, 


president, 
Inc., De- 


in it for 1935: gradual, but steady, 
business improvement, more adver- 
tising, generally speaking, rather 


than less, more intelligent, appealing 
and effective advertising—beyond 
any question. 

“The depression, the so-called ‘new 
deal’ and the almost convulsive 
changes of the last three or four 
years have stirred up much confu- 
sion, doubt, fear. What’s wrong with 
advertising and the agency business 
has occupied everybody’s attention. 
It has been a time of negatives, with 
very little recognition of positives. 

Future Looks Bright 

“While we do not believe this is 
any time to lose sight of ‘what’s 
wrong, it is certainly no time to 
worry about the future of advertis- 


ing in the new and changed econ 
omy. If able men do their ablest, 


that future looks brighter to us than 
it has for many years.” 
H. B. LeQuatte, president, 
Churchill-Hall, Inc., New York: 
“There will be more advertising in 


1935, if our own agency is any cri- 
terion. Apart from that, there is 
greater confidence among _ business 


men, also the relations between busi- 
ness and government are improving. 

“The status of the advertising 
agency will not change radically. 
Methods of compensation and solici- 
tation may change. 

“Legislation will help advertising 
and merchandising. The government 
is now more aware of the importance 
of competition and will foster it. It 
is equally aware that advertising is 
an implement of competition, there- 
fore, an economic necessity. Busi- 
ness men must cooperate on the fun- 
damentals of the legislation and not 
fight details. 

“Greater sincerity and simplicity 
in copy and art is foreseen. 

“Grading of products may be an 
outstanding merchandising and ad- 
vertising development in 1935. An- 
other—intangible—should be greater 
confidence upon the part of the con- 
sumer. 

“More confidence which will result 
in long term financing is the great- 
est current need.” 

Norman F. D’Evelyn, 
D’Evelyn & Wadsworth, 
Francisco: 

“During the closing weeks of 1934 
there has been a quickening of the 
business tempo. Will the faster pace 
be sustained? Prophets of the past 
will be restrained, perhaps, in voic- 
ing an affirmative answer. There are 
good auguries and impressive sta- 
tistics, tempered by such previews as 
Col. Ayres’. In any event, there ap- 
pears to be a new resoluteness of 
purpose that should be reflected by 
making good on the dictum: ‘Hold 
your gains.’ 


president, 
Inc., San 


“Business leaders who have been 
conservatively aggressive and deter- 
mined to get a goodly share of avail- 
able business during 1934 will have 


FAST 


KAPID COPY SERVICE 


e PHOTOSTATS - 
{Vanderbilt 3-3680 
New York For All Branches 
Cleveland: Main 9335 


(State 6013-4 
)State 5980-1 


Chicago 


| increased advertising budgets in 
|1935, I believe. On the contrary, out- 
standing advertisers in certain 
'dustries whose lineage has zoomed 
this year won’t be able, it seems to 
|me, to continue such extravagant 
|tactics in the year ahead. 

| “Some legislation materially hand- 
licapping advertising representations 
in certain fields appears inevitable; 
its hampering effects, obviously, will 
/be in inverse ratio to the degree that 
jadvertisers have tended to depart 
|from intrinsic ‘believability in adver- 
| tising.’ 

| “On the Pacific coast, in 1934, the 
most noteworthy development in or- 
ganized agency activity in years was 
| officially given impetus at the annual 
|convention of the Pacific Association 
of Advertising Agencies, when the 
American Association of Advertising 
Agencies extended its hand by mak- 
ing it feasible for the smaller agen- 
cies to join the national organiza- 
tion. Resulting liquidation of the 
coast body and simultaneous launch- 
ing of a federation of Four A’s chap- 
ters on the Pacific coast will achieve 


| 


standards, and improve practices in 
the West. Moreover, this transition 
in group affiliation will make the 
Four A’s a more representative in- 
strumentality in its relations with 
the government, with mediums, with 


tisers.” 
Arthur Hirshon, president, 
shon-Garfield, Inc., New York: 


Hir- 


“The government is in partner- 
ship with business and we might 


just as well make up our minds to 
accept this condition. Such partner- 
ship will be extended during 1935. 
There will undoubtedly be addi- 
tional taxation which must be fig- 
ured in plans made for 1935. Ad- 
vertising, however, will, despite this 
condition, see its greatest impetus 
since 1929. There will be no marked 
changes in art technique other than 
the fact that 
even further relegated to the back- 
ground than it has been this year 
and copy, real selling copy will be- 


| 


in- | 


solidarity in the business, heighten | 


production interests, and with adver- | 


art, as such, will be}! 


come more important than ever be- | 


fore. 

| 

| “The copy will strive for sincerity 
and conviction because the Ameri- 


can public is beginning to recognize | 


the insincerity of much copy and 
is reading advertising with its 


tongue in its cheek. 
Must Study Facts 
“One cannot generalize regarding 
mediums because the perfect medi- 
um for one product becomes the ex- 
itravagant medium for another. Be- 
|cause the leader in one particular 
| industry uses a certain medium, the 
entire group in the industry is in- 
clined to follow sheep-like in the 
same direction. Possibly the adver- 
tising men this coming year will 
llearn how to cope with this condi- 
tion. 
“Advertising 


men this coming 


| 
} 


| 
| 


|year will of necessity become even) 


|keener students of facts and 
| their operations on carefully 
lated information rather than opin- 
| ions, hunches, or past experience.” 
| Winthrop C. Hoyt, president, 


|Charles W. Hoyt Company, Inc., 
New York: 
“What is ahead for 1935? We be- 


| Hteve that there will be an increase 


in the general use of advertising. 
| Just as 1934 showed an increase 
over 1933, so will this increase be 


carried on into 1935. 


“We may not be out of the woods | 


base | 
col- | 


| 
| 
| 


| 


| 


|yet, one may like or dislike the, 
|New Deal, but the facts are that 
| business has started to improve and 
ke will be mighty difficult to stop 
that improvement. 

doubt that the status of the 


| wy 
Berne agencies will change. It 
| will continue to evolve, just as it 
|has evolved in the past, but as long 
us the publishers believe that the 
present system serves as the best 
|means of selling their product, white 
| space, the present system basically 
| will stand. 
“Obviously one 

threats both to improved business 
conditions, and also to a _ greater 
use of advertising, will be what may 
|or may not be done by Congress in 


of the great 


| 12 MONTHS OF 
CONSECUTIVE GAINS! 


has had for three years. 


Closing the February issue with a 51% gain completes 
for Woman’s World an unbroken year of progress in 
advertising lineage gains compared with corresponding 


months of the previous year. 


The February issue will be the largest in both number 


of pages and advertising volume that Woman’s World 


Advertisers are already re- 


marking about the quality and appearance of the 


January issue. February will be even better. 


Woman’s World has gained in circulation also, without 
added circulation effort, thus keeping step with the 


increase in retail sales in the small towns. 


Woman’s World is going ahead. It will pay you to tie 


up with its progressive new program for 1935. 


WOMAN'S WORLD 


Out 


Here in 


DAVENPOR 


Tipp 
51 3s\?"\ ROCK ISLAND 
Davenport, yw Sette 
peesaceeeteauacs' 
TT 
1OWA # ILLINOIS 
Howa Sy einai 


Like most other communities we were DOWN for a while but 
we are back on our feet again. 


Department Store 
Sales Are Up 


2ZA%N 


Also note the following other increases over 1933 


Passenger Cars 25.0% oe 9 A 


ions —=s—«‘12.0%, 
Grocery products, 15.2% orapaig ar é 
Hardware ___——«15.6% Deposits _ $2,755,000 


Local linage is 40 per cent ahead of 1933—proof that The 
Times and Democrat have contributed their share to the 
increase in local business conditions, 


You need The Times and Democrat in the Davenport market. 


THe Tindes-DiEmocrat 


DAVENPORT IOWA 
Representative—Noee, Rothenburg & Jann 


A NEW GUARANTEE 
1,250,000 


Woman’s World announces that the new rate based on 
a guarantee of 1,250,000 goes into effect with the May, 
1935, issue. 


Orders for definite space through 1935 issues will be 
accepted at current rate card (1,100,000 guarantee) 
provided only that they are received by us before 
February 1, 1935. 


Advertisers have, therefore, the opportunity of receiv- 
ing a bonus of considerably more than 150,000 


circulation by promptly placing space reservation 
with us. 


Woman’s World has a devoted following of more than 
a million and a quarter families who now have plenty 
of money to spend. And we can prove they read 


Woman’s World from cover to cover. 
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December 29, 1934 


LOOKING 


Orwdaf 


1935 will demand more than ever before facts 


based on carefully compiled and pertinent data. 
ing an independent audit of advertising space and cost NATIONAL AD- 
VERTISING RECORDS will make its contribution to this demand with an 


enlarged service designed to more adequately meet the exacting require- 


In its function of furnish- 


ments of the advertising profession. 


« « 
8 Py R. WI | give its subscribers in 1935 many additional 


features, the more important being: |. A complete alphabetical index of 


all advertisers appearing in the different sections of N.A.R. showing the sec- 
tions and product classifications in which they appear. 2. Inclusion of all 
display advertisers using two or more lines. 3. Accumulative pages and 
lines for each advertiser in each publication in the National Magazine Sec- 
tion. 4. Revision of product classification analysis pages of National Maga- 
zine advertising to show accumulative totals in pages and fractions as well 


as in dollars for each publication. 


PUBLISHERS & PUBLISH- 
ERS REPRESENTATIVES 


Advertising Age 
Chicago 

Advertising & Selling 
New York 


Agricultural Publishers Ass’n 
Chicago 

American Agriculturist 
Ithaca, N. Y. 


American Mercury 
New York 


American Poultry Journal 
Chicago 


Associated Farm Papers 
Chicago 

Atlantic Monthly 
Chicago 


Atlantic Monthly 
Boston 


Boys’ Life 
New York 


Broadcasting 
Washington, D. C. 


Capper Publications 
Topeka, Kan. 
Chicago 

Cleveland 

New York 

Detroit 

Chicago Tribune 
Chicago 

Christian Herald 
New York 
Consolidated Press, Ltd. 
Toronto 


Cosmopolitan 
New York 


Country Guide, Ltd, 
Winnipeg 


Crowell Publishing Co. 
New York 
Chicago 


Curtis Publishing Co. 
Philadelphia 
Detroit 


Dayton Daily News 
Dayton 

Dell Publishing Co. 
New York 


Editor & Publisher 
New York 


d 


Esquire Publishing Co., Ine. 
Chicago 

New York 

Family Herald & Weekly Star 
Montreal 

Farm Journal 

Philadelphia 

Farmer’s Wife 

St. Paul 

Chicago 

New York 

Faweett Publications 

New York 

Chicago 

Field & Stream 

New York 


Good Housekeeping 
New York 

Graduate Group, Inc. 
New York 

Grit Publishing Co. 
Williamsport, Pa. 


Hoard’s Dairyman 
Ft. Atkinson, Wis. 


Holland’s Magazine 
Dallas 


International Magazine Co. 
New York 

Chicago 
Hunter-Trader-Trapper 
Colambus 

E. Katz Special Agency 
New York 

Life Magazine, Ine. 

New York 

Liberty Magazine 

Toronto 

Macy & Klaner, Ine. 
Chicago 

Major Market Newspapers, Inc. 
Chicago 

New York 


Julius Mathews Special Agency 


New York 

Meredith Publishing Co. 
Des Moines, Iowa 
Miami Daily News 
Miami 

Michigan Farmer 
Detroit 

Midwest Farm Papers 
Chicago 

New York 

National Geographic Society 
Washington, D. C. 
Chicago 

New York 


The Following Leading Concerns 


Nation 
Winni 
Nation 
New 
Nebra: 
Lincol 
The N 
New J 
New | 
New 1 
Oklah 
Oklah 
Pacifis 
Spoka 
Penns 
Pittsh 
Photo 
Chica: 
New — 
Popul 
Chica 
New ° 
Poult: 
Mt. M 
Prair! 
Chica 
Prog 
New | 
Birmi 
Chiea 
Riddl 
New 

Chica 
Rural 
New 

Sales 
New 

South 
Nash 
Sport 
Minn 
Topic 
New 
Towe 
New 
lowe 
Chie: 
Toro 
Toro 
Trav 
New 
Wisc 
Chie 


a Sete le oe - “4 Cs at Jay ap, vi My hee eS oat! ee. ee ae e ae ee eS 7 a. ok y Oe ee BN ia Ok J ey 5 a ee gi. al ¥ a i ae eo seew at 34s oe ees “ies Seen Oe ieee OF tee Na ee | ps a ep Oe. Te oy et aQ — od 
Pbk Ge oe ee Sie a | begs OL ees ha } pk CR ENS", AO ES ee ry eS ile i Rg 
eae Lillie A Cap te Nr i. a UN. BS af i RTE hae ee ee a Oe a eo 
¢ i, is ¥ rae SE i gp pie te: we ie a4 = es : 5 : ct f a : . ae ur, oes ; a det NE Wotiin 5 Pet tees <a 
Pa SILAS OP inal af. Me Ws iN SS Sr eS ed a es Mes ies ere ge ree me ees Fee ‘igs Prem Th 5 ee 
oe Patra i Sa ie ; as re iis ast , ne a Se Aad st? wareh Me ; te aad aN eae G's < : toad Hin Sale cA ~ - Sy ae = are ded 3 ei : “ys; 
S (CUES RS Meter ce ME ENT g “fs ik ee eee © ee ee so Ltr lee OPN Te aL OR os RS Be INE TERM 4 
ee" ee a a Se ae et ae a8 : > = ¥ pre” Se re 9 ey * + - ‘ x 3 “ ib geen Pee Sa , re ap * aig 52 Ks dash Ve: hl alle tae eee ane 
ae oa aw, AS, : ; ’ 
wae 
= i ne 2. 24 ’ 
ag Vl 
| ee re 
ae! 20 ee _ 
“Se — 
a, a, LL 
ne “ 
oS 
a. ae : S 
a a 
ae oe 
et 
see 
eer : 
the 
se 2» bot 
. ¥ 
a7 hat 
ee : str 
ae tio’ 
ae 
2 aes dor 
ie, on’ 
ee ae 
<3 ae Co 
<> nl ‘ 
Baie 
2 lets. the 
ae cali abe 
i foe of 
a lee Ba 
> ee 
4 ee thi 
—* Se * . 
NT tes pea 
Seats aff 
awe 
eee of 
— the 
dite bi aca ‘ fore) 
eee oi 
é idk ote, the 
es, ae 
a ee ae ' ho 
ty “36 — , 
ae ue su 
aes Fe 11 
at P 
" 5 peat 
<x "S th 
wee Oat me 
oF 
4 ve 
: or 
; an 
bu 
‘Wh F ' 
nity Epes ie Age 
Lh a 
Beit Oi crwth tis 
ee pest betes i 
ae sini : wi 
i rhe ce z al 
aia ea: in 
eek | es 4 ; 
— aa 
ee a 
ae “ ac 
dc 
co 
th 
ee : § by 
Bh 
meee ae | = 
Ce ae i 
a 
ec 
a a tala as 
or ies ah, 
a NCS 
fa eee 
Bee ie Ree 
Be aia Pn Pe 
Rede See PRs SOS aa a as 
ca a ee) 
oo) ee 2 
; gi Oe se eee ce ee Oe ere \\\ 
Saf ady ee 0 eg es EE SERIE SE aa i aa a a mes \\ F 
Sige RE LS ER RITE TT OO is Sli hai \ ; 
ua aii i! em Mo ee ee RAE ae TE \\\ ; 
Sg eee hae acer Rei ieee xii, : ou St ¢ 
Ret Ae Ne i a a ae Bie eee \\ 
oe Raha apd IRD ea 8 Bierce aaa é y He Sie i \ 5 
ge eg a is ianina cay % etatS yw \" 
fe cui tt i ee pe ee a Looms ie Pee \\\ \ 
Keil i aca TIE Ea ie eae \\\\\\ 
: Be ON ee saan : ge ee , \\\ 
io Git RIS Shik ee alll ee a Bese eres aa \\\\ \ 
—_ ia cc L ae 013.08 tea ee e o. ’ \\\\\ 
: a, f Ge AX ge ce ee oe \\\\\\ ; 
al it 9! nnd mae ates ae \\\\\ & 
Piast eee ae, B&R ie Gees, Zo ire me \\\\ i 
eye \ Sais, We uf sie A QE) ire Resi cae esa \\ f 
Pi eae tee rN iS ay sf aes “2 —/ a SR ER, \ 3 
ie ena te $0 : a 2 = 2 se as ae \\ 
Rae a. = « ais tee sere y ph . ee : 
Sent ek: Vy Sys Rs Sadar Z NS Zz fe Meee ee eR ia \\\ Q 
a fg Se Lhe ata ot be iy S N =| es BR ea ei \\\\ ; 
oad Pa UM Me YY Pits y . = ¥ SS Zs} oi aR Ons AS ston aa \ \\ 
Bd oa as rc tees \ SPIER iE ER \ 
av ae = es = \ KF Bp eek cgmtnnaee gr ce ea \ 
Pre ce ee ‘=e = y. FS 5), PES Meg ee gs capes \\ 
eh Deena, E i < LNG ba Ry We RE es an q 
Meg acl oop age ee . 
Lg see ie a 4 SR BERR STRAT RRR , 
awe: oe my ir ‘ia tea ae Pee ee we ee pyitee cement nas 
r=) SEAR RRS BS SR eT SON ar ge ae ae aks eae para ame ee \ 
oe se ae er se eee 
\ Ra ap ae A ee — i Bie: \ 
d DD Bia ate os ee Sa Ra ae Uy a aE RIE wt RN Case RR 
Y Mis a Mem aie eM te RET eRe ee is Be OT RSS. ph ee \\ 
ia oe ee aR a ees wre es eg oe ea poke. Rate _ ary Rag aan a3 See £4 setae Sia \ 4 
\ een a RT Re aS Pee Ae ata a ce RS ERE Ee: 
der ES came NG # cs fatter a Piet tale ese oy 
. BO ORs RE eR Ae re aR ne a ea 
 / Se ee SY a tenes Ok Rta ath a eee Sen een an Sat a \\\ ; 
_ X Bey ada e: Sg alle fo Siren sine eeu Seg ae EEE ; 
_ : Ss was, WEE ge Os ft ie ca i Soe eT eee gcse ea \\\\¥ 
« SOR. <A DRE. Mein er ans ta aR Eg ee ag aa \ 
7 ’ oe ee Oe ee 
8 ieee Sigh eae LOC ee te ean aera eeT i 
a nies igg@lmmestese eget ted gies gee ee eek ERE”). aes RRR aoe erie ao ee \ : 
Gee ins Sh ee eae RR © BNI aes fing ERR IE Pa ae a RR a a \\ 
; Ye - asec a Ye ee ek ce ee 
“ \\ _ -epgeeestesssisates ee oes se ae ee fee \\ 
ee on ecco AMM RRR fog ee cee tes ee es a 2 i a aie \ 
Saw % ~~ ne SE peo Sy io eae, mae LA aig ae; SMe Re iyeiae a SF \\ 
pee F f \\ Prrerrecssssses pM: GR OL ee eae Cg Se a : 
eS | // Cee SeSMM eS ig 8 a ft Me aM eset ee et Senn cumna hhc ee ae Aa 
res : | \ pocesiessesesssieze SSM 3 Seg Ec oR ae ee a ace SE 
ioe | Sriiihiimaassihy 2 |!!! ORM ie Pree gen eS Eee Tae an 
(7 we sie pic ree Dae Pe Brae OR OR a tt Gags See eee Pree \\\ 
7 Retisletcetasseses ih | aga ee igs nae rg tees Oe hee Seana Se cata ee ety aa MIR ae \ 
\ V, SSSHHEINS Tt Be 3 oui ee ee es Tee er a pees: j 
| Sh ieiit e & sa ee eae ee rere we. en eee ee : 
- eririin RRR ee eae nme he eae. Seine ey Fy ganas age ea j 
\\ \ 7 atin ek i sae SS i PRR (aR as ie ~ ss on geaey eee a eee : 
j , SSEUNEIND eet. hate ee, ee er oases 
‘ SStesESe Meee Be i tes a (Sa ae ee. ee : eo ‘geen eae ee ZA 
risfts fests FE RY ie PEI RLY eo Seg” Sb” RET ERR, SSS RR EEE 
{ BaSSS sn Shee Pees ant it! ; foo eae ana AAA 
{| : priiz: eee ir ee hs et a st SHO ae tog ie es tall A>) . 
. \ Riisesscaal ss | i x onto > i EAizz—Z—XY2 
= ~~ ear’ SRS EOE Snag a & ) 2) Rea Renae cient rn —_D> 
r a Beare, S| 2s ee) ek ae eae = SEZ — 
Re Rs. i ORE i Pe SRM orn ‘ OE erg 
Ys aa os ge ei es ee 
\ Deg oe mie ad eR Rae ————= ; 
‘ pee eee Ss 
UU ie ER sgt su a See Z SS 
Re Rar eee eed a . : 
re ages ~ —= 
¥ Behe zs 
— Z 
= ¥ a a 
as ; Ue —S 
ee : 
Wa 5 a } 
Pe ieee | 
i woe a ie | 
ger Sa, | 
x bia = et | 
ee » 
We ee 
SE it aa 
eae: Rg ONS. t 
ae eae Sure 2 ‘ : # . 
re, Meer Fy See . 
ate Bake eae 
aa e oh ae coe 3 
=" ie 
ee oe Oe A eee ey hehe Oe eae RR ee OS: Se eine ay Ly iy ae pe a eM eb aoe ao Re ee ts aa Dae: eae aa peters sit av aM cee ate cs Rabe Clete ere aM A ai A Pita 4 poem pe TT 


+ AR rE 


eee 


December 29, 1934 


ADVERTISING AGE 


ae 


SIZE UP 1935 
AS BRIGHT YEAR 
IN ADVERTISING 


(Continued from Page 19, Col. 3) 


the early months of 1935 
bound to be new legislation, but I 
have enough confidence in the 
strength of the present administra- 
tion to believe there will be nothing 
done that will seriously hamper the 
onward march of business.” 


T. E. Moser, president, Moser & 
Cotins, Inc., New York: 

“In my opinion 1935 will see fur- 
ther improvement in business; by 
about October I believe that most 
of the present skeptics will agree 
that recovery is on the way. 

“There will be more advertising 
affecting all mediums. The status 
of the advertising agency will be 
the same so far as the method of 
compensation is concerned. Demand 
for change is a natural result of 
the depression just as demands for 
other changes are a similar result; 
however, the agency system has 
survived these demands before and 
I believe will again—the change of 
thought, or any change, in the 
method of compensating agencies is 
very likely to come about slowly— 
or else upset both the publishing 
and agency and whole advertising 
business. 


There is 


Legislation “Hurts Mentally” 


“Legislation will hurt some adver- 
tising; it always did and it always 


of slavery went on for many years | 


and with dire prophecies of results 
in the event slavery was abolished 
—only to find that when it was abol- 
ished everybody was better off. I 
recall when the life insurance com- 
panies were investigated by Charles 
Evans Hughes the prophecies of 
calamity that would befall business, 
widows and orphans, etc., were most 
vociferous, concrete and even ap- 
peared plausible; and yet the life 
insurance business of this country 
has never been better nor more prof- 
itable to all concerned than it has 
been since that investigation. 
“Copy and art will change—obvi- 
ously—by continuing to progress. 
With less of panic determining copy 
policy I believe we will again see 
copy representing the best in ad- 
vertising and not looking like mail 
order advertising of 20 years ago. 


Quality Forging Ahead 


“One thing now appears certain 


as most large retailers will tell you: | 


the selling of quality is back, low 
price as an effective appeal is re- 
ceding among the public. I believe 
advertising will more and more sell 
quality and secure more and more 
cooperation from both wholesalers 
and retailers in this development. 
An honest and reasonably dignified 
use of premiums, a pronounced re- 
vival during the depression, will 
continue to be used and serve the 
purpose of selling goods. 

“I am utterly sincere in believing 
that progressive and liberal think- 
ing by business men will be re- 
warded in 1935. Fear and its child, 
hesitancy, will be reflected in the 
operating statement and the balance 
sheet at the end of the year.” 


Ralph H. Jones, president, Ralph 
H. Jones Company, Cincinnati: 


to sanity will be one of the interest- 
ing advertising developments in 
1935.” 


Cc. P. Clark, president, C. P. Clark, 
Inc., Nashville, Tenn.: 

“It is our opinion that executives 
responsible for marketing will re- 
turn their attention to marketing. 
This will result in renewed sales 
and advertising efforts. 

“Advertising throughout the South 
will increase greatly. 

“Agencies will recognize the im- 
portance of point-of-purchase work. 

“Smaller agencies who do a com- 
plete and intensive job will take 
business from agencies who trade 
largely on reputation. 

“Legislation against advertising 
will be softened as opponents learn 


will. 


do not materialize. This 


by now. 


However, in my opinion, as has 
always been the case, the permanent 
injury that new legislation will ac- 
complish will be more mental than 
actual—exaggerated fears that later 
emotional 
country of ours has had so much of 
that that we ought to be used to it 
Agitation for the abolition 


“In the opinion of the writer 
there will be more advertising in 
1935. The status of the advertising 
agency will not be changed. There 
will be no legislation either helpful 
or hurtful to advertising. There will 
be a noticeable trend toward sanity 
in copy and art, also in selection of 
mediums. I think that this return 


primary lessons of economics and 
| psychology. 

| “Mediums will be 
carefully. 


weighed more 


Answer On Commissions? 


“The A. N. A. will continue its 
fight against the fixed 
commission system while agencies 


will continue to fight for it. The re- 
sult will be a flexible system based 
on individual advertisers’ billing 
ranging from 35 to eight per cent, 
but not for some years. 

“Good Southern agencies. will 
continue to develop new advertisers 
while Eastern agencies continue to 
swap accounts.” 


| 
| 
| 
| aggressive 
| 


rance, Sullivan & Co., New York: 

“IT am not one to close the books 
on an experience of many years with 
the turn of one. Developments in 
selling methods and_ advertising 
techniques should, to my way of 
thinking, be calendared by periods 
rather than by years. 

“We have for several years been 
in a period, the conditions of which 
have already forced conspicuous 
changes in merchandising methods. 
These conditions have called for 
more of simplicity, directness, com- 
mon sense and punch in selling than 
the lavender and old lace, ‘beat- 
around-the-bush’ vogue of those 
‘hey-days’ ended with 1929. 


Sturges Dorrance, president, Dor- | 


“But this has all been said be- 
fore. If 1935 is to identify any par- 
ticular development in advertising 
practice, 
the greater consideration for 
usual advertising mediums and de- 
vices. I mean that we will do more 
thinking beyond the usual forms— 
magazine, newspaper, poster and 
radio. For small budgets have had 
to do big selling jobs in quick time 
during the past few years. 

“Even a die-hard Republican 
would venture with me the opinion 
that advertising will show a healthy 


outlook, with several dormant ac- 
counts indicating a resumption 
advertising during the coming year, 
would justify that general 
pect.” 

E. V. Alley, Richardson, Alley & 
Richards Company, Boston: 

“Specifically, for a group of our 
clients, I can say that there will be 
more advertising in 1935 and that 
some of our sales budgets are 
soundly set up for increases as much 
as 50 per cent. Other lines will feel 
satisfied with an increase of 10 per 
cent. The important thing is that 
almost without exception our group 


utives are planning and 
get increases in business in 1935. 

“I believe that most advertising 
agencies find themselves in a better 


Col. 2) 
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(Continued on Page 


I believe that it will be in| 
un- | 


increase in 1935 over 1934. Our own |! 
of | 


pros- | 


of conservative New England exec- 
expect to 


Wh 


No 
A si ant 


In 
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A . / \ 
NEW VAs anh” 
CATALOGUE OF $10 

STOCK PICTURES 


| Contains over 1000 subjects, cov- 
ered by model releases and avail- 
able at once. Send $5 for catalogue. 
We refund with first picture order. 
Catalogue also available on 10 
days’ approval. 


UNDERWOOD 
AND UNDERWOOD 


NEW YORK * CHICAGO °* DETROIT 


ATLAS PHOTO COPY C CO. 


THREE LOCATIONS STA. 40 


RAC 


‘bl ed a ea SUDDLY NENS 


National Home Monthly 
Winnipeg 


Nation’s Business 
New York 

Nebraska Farmer 
Lincoln, Nebraska 


The News 
New York 


New York Times 

New York 

Oklahewa Farmer-Stockman 
Oklahoma City 


Pacific Northwest Farm Trio 
Spokane 


Pennsylwania Farmer 
Pittsburgh 


Photoplay Magazine 
Chicago 

New York 

Popular Science Monthly 
Chicago 

New York 


Poultry Tribune 

Mt. Morris, Ill. 

Prairie Farmer 

Chicago 

Progressive Farmer-Ruralist Co. 
New York 


Birmingham, Ala. 


Chicago 
Riddle & Young 

New York 

Chicago 

Rural New Yorker 

New York 

‘ales Management 

New York 

Southern Agriculturist 

Nashville, Tenn. 

Sports Afield Publishing Co. 
Minneapolis 

Topies Publishing Co. 

New York 

Tower Magazines, Inc. 

New York 

lower Magazines, Inc. 

Chieagzo 

Toronto Star Weekly 

Toronto 

Travel Magazine 

New York 

Wisconsin Agriculturist & Farmer 
Chieago 


sAre Subscribers to N 


ADVERTISING AGENCIES 


N. W. Ayer & Son, Ine. 
Philadelphia 
Blaker Advertising Agency, Inc. 
New York 
Blackett-Sample-Hummert, Ine. 
Chicago 
Campbell-Ewald Company 
Detroit 
Caples Company, The 
Chicago 
Cecil, Warwick & Cecil, 
New York 

D’Arey Advertising Company 

St. Louis 

Dowd & Ostreicher, Ine. 

Boston 

Erwin-Wasey & Co, 

Chicago 

New York 

Foster & Davies, Ine. 

Cleveland 

Charles Daniel Frey Co. 

Chicago 

Fuller, Smith & Ross, Ine. 
Cleveland 

New York 

Gardner Advertising Co. 

St. Louis 

The Geyer Company 

Dayton 

Geyer-Cornell Co., Inc. 

New York 

Hanff-Metzger, Inc. 

New York 

Hazard Advertising Corp. 

New York 

Jones, The Ralph H., Co. 
Cincinnati 

H. E. Lesan Advertising Agency, Ine. 
New York 

Lord & Thomas 

Chicago 

New York 

MacManus, John & Adams, Ine. 
Detroit 

J. M. Mathes, Ine, 

New York 

Maxon, Ine. 

Detroit 

MecCann-Erickson Co. 

Cleveland 

San Francisco 

New York 
McJunkin 
Chicago 


Ine, 


Advertising Company 


Needham & Grohmann, Ine. 

New York 

Pedlar & Ryan, Ine. 

New Yor 

Procter & Collier Co. 

Cincinnati 

Roche, Williams & Cunnyngham, Ine, 
Chicago 

Ruthrauff & Ryan, Ine. 

New York 

Chicago 

Sidener-Van Riper & Keeling Co. 
Indianapolis 

Stack-Goble Advertising Agency 
Chicago 


NATIONAL ADVERTISERS 


American Stove Company 
Cleveland 

Art Metal Construction Co. 
Jamestown, N. Y. 

Bon Ami Company 

New York 

Cream of Wheat Co. 
Minneapolis 

General Electric Co. 
Schenectady 

Hoover Company 

Chicago 

Lee Tire & Rubber Co. 
Conshocken, Pa, 

Lever Brothers Company 
Cambridge, Mass. 

Packard Motor Car Company 
Detroit 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


Tn NKI Mail Advertising 


Service 


Booklet, “Brass Knuckles,’ Free te Executions 
S1Y Fifth Ave., Pi . Pa. ATisatic 1906 


The Procter & Gamble Co, 
Cincinnati 
Remington-Rand, Ine, 
Buffalo 
Stromberg-Carlson 
Co., Rochester 
Vick Chemical Company 
New York 


MISCELLANEOUS 


American Society of Composers, 
Authors & Publishers 
New York 


Bamberger Broadcasting Service, Ine. 
New York 

Buffalo Broadcasting Corp. 

Buffalo 

Bureau of Advertising, 
Chicago 

Bureau of Advertising, 
New York 

Central Broadcasting Co, 
Davenport 

Columbia Broadcasting System, Ine. 
New York 

Washington, D. C. 

Detroit 

Chicago 

Criterion Advertising Co. 

New York 

Department of Commerce 

Survey of Current Business 
Washington, D. C. 


Greig. Blair & Spight, Ine. 
New York 


Telephone Mfz. 


A. N. P. A. 


A. N. P. A. 


he Advertising Record Co., Inc. 


43 E. Ohio St. 
ae 


Investment Corp. of Philadelphia 
Philadelphia 

National Broadcasting Co., Ine. 
New York 

Cleveland 

Chicago 

Outdoor Advertising, Inc. 
New York 

Chicago 

Radio Guide 

New York 

Radio Station KSTP 

St. Paul 

WGAR Broadcasting Co. 
Cleveland 

Radio Station WHK 
Cleveland 

Radio Station WJR, Ine. 
Detroit 

Radio Station WLAC 
Nashville 

Radio Station WLW 
Crosley Radio Corp, 
Cincinnati 

Ross Company 

New York 

Russel Berg & Cummings 
Boston 

Scott-Howe-Bowen, Inc. 
New York 

Tri-Continental Corp. 

New York 

Western Broadcast Company 
Hollywood, Calif. 

World Broadcasting System 
New York 


330 W. 42nd St. 
New York 
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ADVERTISING AGE 


December 29, 1934 


2 TRAINED 
ADVERTISING 
WOMEN 


® The Women's Advertising Club| 


vocational committee has available for im- 
mediate employment a number of wome 
thoroughly trained in advertising. e We | 
have experienced copy and publicity writ- 
ers, capable layout artists, direct mail | 
specialists ntinuity writers, space Duy- 
ers, office managers, and secretaries—all 
with A-| references and records of ac- 
complishment. © Write or phone your 
requirements and we will send a trained 
applicant to you. 


MARGARET A. SCHMITT 
333 N. Michigan Avenue, Chicago 
State 8942 


FEBRUARY 9th 1935 
Is the Day ! 


On that day the 1935 Bakers’ 
Buying Directory number of 
BAKERS’ HELPER will be in 


the hands of the leading bakers 
throughout the country. There 
it will stay to be used as a 
guide in buying all during 1935. 


In it will be listed over 390 
services, supplies, ingredients, 
and pieces of equipment. It is 
the only Directory available 
to bakers and the only com- 
plete guide to sources of supply. 


If you sell the baking industry, 


be sure you are amply repre- 
sented in the 1935 Bakers’ Buy- 
ing Directory. Write for com 


plete details and rates. 


_ Send to 


BAKERSHELPER 
@ 


MAGATINE # BAKERY PRAGTICE «MANAGEMENT 
Helping bakers for almost a 
half century. 


330 South Wells St. 
CHICAGO 


“IN CONFERENCE" WITH 6000 AUTOMOTIVr 
ENGINEERS, EXECUTIVES 


Published by the 


Society of Automotive Engineers 
Incorporated 


29 West 39th St., New York 


(As Schnozzle 
Durante’ might 
groan an ad for us. Meaning no 


offense, Schnoz.) 
It’s an outrage! Its a 
holocaust! People goin 


along for years an’ denyin’ 
demselves de joy of Rapid 
Copy Photostats! It’s gar- 
gantuan! Get next to 
Rapid, folks! It’s gigantic! 


* 
PHOTOSTATS 


KAPID>COPY SERVICE 


Vanderbilt 3-3680 
[& New York } For all branches 
Clevelan?: Main 9335 
State 6013-4 


Chicago State 5980-1 


‘SIZE UP 1933 
~AS BRIGHT YEAR 
IN ADVERTISING 


1, Col. 4) 
strongly en- 

customers at| 
and that the 
fullest study and investigation of | 
the advertising agency’s system 
has strengthened the present meth- 
od of handling advertising. Of course 
there will be 

| provements 

| nique.” 


(Continued from Page 2 
position and 
trenched 


| the end 


more 
with their 
of this year 


in advertising  tech- 
Merle Sidener, president, Sidener 
|'Van Riper & Keeling, Inc., Indian- 


apolis: 


“Advertising in 1955 will be an 
increasingly important factor in 
business. The American public is 


demanding more and more informa- 
tion as a guide for action. Advertis- 
ing is the greatest potential educa- 


|tional force. The extent of its use 
|depends on how well we of the ad- 
vertising business understand the | 
lcreation and application of this} 
power. 

“The volume of advertising in | 
1/1935 and in the years to come will 
be in direct proportion to its trust- | 
worthiness. Roy Durstine’s recent 
janalysis of ‘advertising as an eco- 


;nomic tool in distribution’ is worthy 
‘of careful study by medium owners, 
|advertisers and agencies. We 
not only a mutual opportunity 
| also a common responsibility. 
“Never was there a_ better 
than 1935 for demonstrating 
economic usefulness of 
It offers to 
for recovery efforts. It offers to in- 
stitutions, including governments, the 
best medium for disseminating in- | 
formation. And it serves the gen- 
eral public as an acceptable messen- | 
ger of good news.” 


face 
but 


year 
the 
advertising. 


|Junkin Advertising Company, 
| cago: 

| “Unless something unforeseen hap- 
pens to upset the apple cart, I think 
| we can expect to see a substantial 
| increase in advertising during 1935. 
|The improvement of general condi- 
tions encouraged advertisers to 
spend more in 1934 than in the pre- 
ceding year. A continuation of this 
upward business trend will inevit- 
ably lead to still larger appropria- 
tions; in fact, commitments already 
made for 1935 by many advertisers 
are considerably in excess of their 
expenditures for 1934. 


Must Defend Positions 


Chi- 


“With a continued growth in pub- 
lic purchasing, advertising leaders 
of the past whose advertising has 
been seriously crippled during de- 
pression years must come forward 
now to defend their positions and, 
in many cases, to recapture lost 
ground. Failure to take timely ad- 
vantage of the situation will open 
opportunities for others, with more 
aggressive policies of selling and 
advertising, to move forward in the 
race for business. 

“From a copy and idea point of 
view, advertising, taken as a whole, 
has been made more hard-hitting 
during these depression years than 
ever before. The ground that has 
been gained in this regard, will, I am 
confident, be held during 1935. 
Hence, with more powder behind the 
shells, with more advertising dollars 
driving home the advertiser’s steel- 
jacketed selling projectiles—and at 
the same time with a continued in- 
crease in public purchasing power— 
there is every reason to expect that 
advertising will play a decidedly im- 
portant part in the general improve- 
ment of America’s economic condi- 
tions during 1935.” 


Arno B. Reincke, 
Reincke-Ellis-Younggreen 
Inc., Chicago: 

“We are sailing into the sun. That 
is my belief. We may not yet have 
set foot upon the solid ground of 
Prosperity. But most certainly we 
are sailing in the true direction of 
Progress. We have passed Ship- 
wreck Channel. We are beyond the 


president, 
& Finn, 


many changes and im- | 


business the best tool | 


| 
| Wm. D. McJunkin, president, Mc- | 


Sea of Doubt. The Trade Winds 
|blow in our favor. Widespread de- 
|terioration and obsolescence of pro- 
|ductive equipment will force an up- 
turn in the demand for durable 
goods. Accumulated hunger for 
those things we call luxuries, plus 
tio stored-up thirst for travel, vaca- 


SELF REGULATION 


—— 


tions, pleasure, will vastly increase 
the demand for all commodities. The 
|which will require the enlarged em- | 
ployment of advertising—of the 
ditch-digging, structure - building 
itype. 

| “1935 will be a shirt-sleeve year. 
|And we will progress in direct pro- 


(Continued from Page 1, Col. 2) 
extending steadily over production, 
prices and trade practices. 

“This has been accompanied, as a 
| necessary element 
tion of controls, 
| tension of 


by an immense ex- 
business influence in all 


ortion to the number of shirts we | the channels of mass poigy temmaconead 
0 > > | . . . 
. il—by hard work.” |Increasingly, big business becomes 
SOli-—-D P 2 P . 

the immediate or ultimate conned 


Rudolph Guenther, 
ithe board, Albert 


Law, Inc. New York: : __|their choices of goods and by means 
| Pay bheg honors wil hag its Last 7 ‘of which great numbers of our peo- 
1935 to years sales and CSTEIRS* | ple develop even their attitudes to- 
of individual industries. General | yard the ascendant economic sys- 
‘advertising, as it concerns the prin- 


tem.” 
cipal divisions of merchandising, has The managers of big business are 
| show n a responsiveness to inc reased | 


: |expert in their own commodity 
purchasing power during 1934 which | gelas. he asserted, but almost never 
is altogether encouraging. ldo they 

“The Federe sing rogram | ,. 
; The Federal Housing progra of their knowledge. 
will be one of the most important “Instead.” he averred 
stimuli to general advertising this | ore given what they 
coming year, with liquor continuing 


] : i eonhhow ltaught to ask for.” 
we large Space Ci B 1 . ‘ : 
|to use large space in pt tv) He charged that big business fo- 


cuses attention on style distinctions 
rather than usefulness, creating arti- 


chairman Of | .ource of the information and misin- 
Frank-Guenther | 


“consumers 
have been 


Many Increase Appropriations 
“An indication of the confidence : 
that is developing is the extent to | "lal obsolescence. 
which many corporations have in- | The market is flooded with 
lereased their advertising budgets | '€8s novelties that drain many 
within the last year for advertising |®U™e"s purchasing powres 
in 1935. giving anything substantial 
“Probably no line of business has turn. Extravagant illusions 
been more severely affected during untested, potentially harmful gad- 
the past four years than the steam- gets, downright quackeries and dan- 
ship companies and yet they pro- serous nostrums are built up in the 
vide an outstanding example of ener-|™inds of consumers. The modern 
getic activity to obtain business in|™@rket stimulates wants that are 
‘spite of the handicaps arising from alien to the requirements of 
|decreased trade between nations. fortable living and make these all 
tailroads will probably do more | the harder to get.” 
advertising in 1935 than for a num- He asserted that “the burden of 
ber of years. The public must be consumer protection ought by all) 
educated up to the fact that high rights to be thrown on a government 
speed streamline and air-conditioned controlling the economy in the social 
‘trains offer many advantages and |!"terest. 
‘that the former are safe. Tf such a governmental responsi- 
| “The public utilities may be ex- bility were sincerely accepted,” he | 
pected to assert themselves mor continued, “it would at once become 
|than they have in the past. clear that government must not only 
“After what has been said and itself make available the information 
‘printed about bankers in the last | °f basic importance which consumers 
‘few years, one must admire their 
patience and fidelity to the job 


use- 


without 
in re- 


ALN. AL AIMS AT 


in the concentra- | 


give consumers the benefit 


con- | 


about | 


com- | 


now do not get, but that it must also | 


\,o 


undertake to regulate the production 

and market policies of industry. 
“Admittedly this would be a heayy 

responsibility, but inasmuch as pri- 


vate industry does not, indeed can. 
not, provide consumers with the 
| safeguards fundamental to decent 


|living, it is plain that socially con- 


| trolled agencies must provide them.” 
| 


C. F. Jenz pew Ziv 


a i om | 


Charles F. Jenz has joined Fred. 
eric W. Ziv, Inc., Cincinnati adver- 
|tising agency, as production man- 
ager. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


|formation on which consumers make | 


SALESMEN WANTED 


Men, or women, with successf] 
records in business paper circulation 
work can make profitable connection 
with high class publication for rep- 
resentation in Boston, New York, 
Cincinnati, St. Louis, Milwaukee, 
| Baltimore. Give references and ex- 
perience in application. Address 
Box 582, AbDvVERTISING AGE, Chicago, 


BUSINESS OPPORTUNITIES 


————————— — — ———“  ° °° x1 


OF INTEREST TO AGENCIES 

Opportunity for adv. agency desir- 
ing a large cigarette account. Ex- 
perience covering many years, back- 
sround for proposed campaign. Pre- 
bem many new, sound and salable 
features. Only an agency in touch 
with big 4 or 2nd line mfrs. will be 
| considered, Will deal with agency 
| principals only. Box 528, Apverris- 
| ING AGE, Chicago. 


ra WZ 


HELP WANTED 
EXPERIENCED INSURANCE 
WRITER WANTED 
Agency opening for copywriter 
who can prepare effective advertis- 
| ing on automobile and casualty in- 
jearenen. Must be experienced. State 
| age, salary and outline of experience 
and ability. Box 529, Apbverrisina 
AGE, Chicago. 


COPY- 


which is theirs both by tradition and 
necessity. They may be expected to 
do more educational or institutional 
advertising in 19385 than in 1934, to 
develop good will or counteract radi- 
‘al legislative efforts. 

“Investment bankers have had a 
difficult situation with which to con- 
tend. They are still suffering from 
the effects of business reaction. 
They, too, have stuck to the job and 
the country will require their serv-| 
ices in future just as it has in the 
past. As conditions improve there 


will be less and less political agita- 
tion against bankers and investment 


bankers. 


“Further modification of the se- 


Income 


public having less information about 
securities than it had before the act 
became law. It is unfortunate that 
such an overwhelming percentage of | 
our population should be kept so 
ignorant of fundamental economics 
at a time when application of sound 
business principles would do more 
than anything else to revive trade 
and employment in accordance with 
the administration’s wishes.” 


1934-35. 


Meulendyke Advanced 


S. L. Meulendyke has been ap- 
pointed vice-president of Marschalk 
and Pratt, Inc., New York agency. 


Other appointments include S. H. 
Giellerup as secretary and G. A. -_ 
Poetschke as recording secretary. Write for market data 


Gardiner W. White has been added 
to the agency’s staff. 


Rock of Ages Appoints 


The advertising account of the 
Rock of Ages Corporation, Barre, 
Vt., has been placed with Hays Ad- 
vertising Agency, Burlington, Vt. 
The name “Rock of Ages” as applied 
to granite memorials, was originated 
in 1914 by W. A. Myers, present head 


360 N. Michigan, Ch 
of the company. ichigen, Gotnone 


Iowa’s Statewide Average 
—It’s a REAL Happy New Year 


Over 90 Million Dollars is pouring into pockets in this rich area in 
(85 Millions from corn and farm products, 6 Millions in 
wages on U. S. river lock construction.) 


No other Iowa territory is enjoying such prosperity—Dubuqueland’s 
income is practically twice the statewide average. 
business ran far ahead of four year average. 


The Gelegraph- Herald 


_  Dubuque,lowa © 
* bowel ia P. ALCORN, 


2! East 40th Street, New York 


curities act is desired in respect of Map courtesy 
advertising. There is no reason why 1 ae 

. ES 40 To 60 BESS 60 To 80 ABOVE 80 State Crop 
newspapers and magazines should TWICE posting Sas Ane — 
be deprived of advertising due to vy) — te Service 
ws) Toeti j & uq areas in 193 corm 
restrictions imposed by the securi yield. pom ome > bic a d aman ae 
ties act which today result in the per acre. 


for Dubuqueland Folk 


And Christmas 


No wonder Telegraph-Herald and Times-Journal readers are re- 
sponding to advertising as almost never before! 


CIRCULATION 
OVER 29,000 


=JOURNAL | 


3084 W. Grand Blvd., Detroit 
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ADVERTISING AGE 


| PHOTOGRAPHIC 
| REVIEW OF THE 


WEEK 


NEW COLGATE PACKAGES FEATURE PRICES 


Prominent showing of retail prices is one of the features of this 
group of restyled Colgate-Palmolive-Peet Company packages. 
recently introduced. 


PLANNED SUCCESSFUL SAN FRANCISCO PARTY 


A new idea for the annual Christmas Jinks of the San Francisco 
Advertising Club was developed this year when 400 adclubbers and 
their guests gathered in the Bal 
Tabarin, swanky night club. Here 
are Charles Pritchard, club pres- 
ident, Maxwell Hunter, and Nathan 


SOUTHERN STATES GET NEW SHELL OUTDOOR POSTER 


Choice. of a Lifetime 


This new 24-sheet is currently being posted in the Southern part of the Shell Petroleum Corporation's 
territory, where the company believes it will secure much extra circulation during the winter months 
because of the large volume of tourist traffic. 


AIDS SOAP MAKERS 
Sp NO 
ey HS 
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’ mh 
er 
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lhe nH Your Mash Dre SACS Shrink f ' 


Dop't tay sbrinkage. Leet on hs habe! 9) cook dees jer tis word 


Sanfe yd Shrunk | 


One of the consumer advertise- 
ments in the new Sanforized-shrunk 
campaign, which warns buyers 
against purchasing material which 
shrinks in laundering. 
(Story on Page |.) 


KELVINATOR URGES CAREFUL SELECTION 


"IN THE NIGHY ALL CATS ARE GRAY 


Hrnrvne Sed in so thinking yous haw’ hit 

Lorne! of Kelvingtor's ait_ conditioning 4nisbice 

ah & ror tiday as a cesult of 3 yours’ intensive (i! 
research jry ait cemstin i presents the todustry’s most edme 
Kelvinator slwavs talks methost before 


wy ol * , ‘s 
uipanerit, Dhow becouse cach air conditioning problem is 


eos individual artentin 
wers, skilkat ie comseruation, 
ne practice, offer 


mitably fitted to deal with the sit Gor b Read, Detrois, Michigan. 


» $420; 
i dn ral Landon, England 
dosing problems peculiar to your aio m Londgn, Oniew, ant London, Engle 


KELVINATOR As Cowling” 


One of the unusual pages which Kelvinator will use in its new effort on 
air conditioning. This copy appears in January "Fortune." 


"LARGEST ADVERTISING PARTY" EVER STAGED AIDS WORK OF CHICAGO ADVERTISING'S PET CHARITY 


Danziger, master of ceremonies, 
at one of the tables. 


WINS PROMOTION 


George A. Graham, formerly man- 


ager of the sales promotion de- 
partment of Gillette Safety Razor 
Company, who has been elected 


vice-president of that organization. _—_ Hotel last Thursday. 


More than 1,600 Chicago advertising men and women—an overflow crowd which is believed to constitute the largest aggregation of adver- 
tising people in egy er gee the annual Christmas party of the Chicago Federated Advertising Club in the grand ballroom of the Stevens 
roceeds went to the Off-the-Street Club, Chicago advertising men's pet charity, and to the club's vocational bureau. 
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